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igen up Profits—Be Prepared to make immediate deliveries. 
Miss no sales. Get the merchandise you want—when you want 
it. Every type of heater and range—for every fuel—in every price 
class. The famous Gray & Dudley quality in every model— 
VALUES that beat competition! Write today for our new Cata- 
log, giving full details of the fast-selling, money-making, Gray & 
Dudley Heaters and Ranges. 


CENTURY HOT-BLAST OIL FURNACES...“The Trouble-Free Line” 


Many winters of trouble-free performance have proved the clean, smokeless 
oyeration of Century Hot-Blast Oil Furnaces—proved their ability to pro- 
vide ample heat for any weather—proved their freedom from costly service 
troubles for the Dealer. Get in the oil heater business 

tight—make more money—with the Century Line. 


GENERAL WASHINGTON HOT-BLAST FURNACES 


Most advanced and superbly balanced coal furnaces 
that ever won public approval. Leaders in beauty of 
design, engineering, heating economy, in long, de- 
pendable service. 

A complete line that really is COMPLETE—19 dif- 
ferent sizes for coal alone. 


WASHINGTON RANGES... Coal-Wood+Gas-Electric 


Seventy-six years of manufacturing leadership are back 

of Washington Ranges . . . seventy-six years of test- 

ing, proving and progressive development. Whatever 

your trade yoga coal, wood, gas or electric 

ranges—you can supply it in the Washington Line. i 
This year, more than ever, it’s Waskinntan Ranges et eiaet ‘Super: Fernase (Coa!) 
for real profits. — 
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“PACKAGED. 
FOR YOU IN THE 


WOOSTER 
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The Wooster No. 30 Counter Sampler is an important 
unit in the Wooster 3-Point Merchandising Plan...a 
scientifically designed system for increasing brush 
profits with a condensed, simplified line of fast selling 
Woosters . . . America’s best known paint brush. 

Just look how this unique brush merchandiser takes 
care of the everyday needs of progressive hardware 
dealers . . . helps start their own 3-Point Plan. 

The Wooster No. 30 Counter Sampler features 
only the 16 fastest selling brushes as proved by 
Wooster sales statistics over a period of years. 
And priced right for every purse...from 19c to 


THE WOOSTER BRUSH CO. 


°° WOOSTER, OHIO 


WORLD'S FASTEST 
SELLING BRUSHES 


lf it's worth paint 
its worth 
WoosTER 


‘00K For 
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$2.25. Produces quicker turnovers...cuts down 
total investment. No losses from slow movers or 
obsolete brush numbers. 

The Wooster No. 30 Counter Sampler contains 67 
quality Wooster brushes, an accurately balanced 
stock sufficient to meet average consumer demand. 
Visibility of reserve tells when to reorder. 

Like to see how this sturdy, colorful metal display 
looks on your counter or table top? Your jobber salesman 
will be glad to bring one along on his next visit . . . and 
explain how the Wooster 3-Point Plan can increase 
your brush profits. Ask him. Or write us. 
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Don’t miss this big 
volume quick-profit 
| PADLOCK Business 


Two things to do... quick! First, 
get in touch with the school 
authorities in your community 
and get their bulk order for all 
their fall padlock needs. 


Second, get in a stock of YALE 
Combination padlocks... dis- 
play them... recommend them 
to all who come to you for 
school locker locks. 

These fine padlocks combine 
simplicity with real security. 
They are known for their out- 












_ Me. s7 ° co standing strength and depend- 
1 13/16 in. case with special nickel ae Mer 
bronze protective scalp. Three-tum- ability. They eliminate the lost No. 429 
ree | oat neers key nuisance. And “The name 1 13/16 in. nickel bronze cate. hd 
uggesred retail price >t. tumbler mechanism. 10,000 combina- 
a“ ' 
(No. 589 has emergency control key) YALE helps make the sale! tions. Suggested retail price 85+ 


ORDER FROM YOUR JOBBER OR WRITE US DIRECT...NOW! 
THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, VU. S. A. 
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TOASTMASTER SALES ARE POPPING! 


1938 


1935 
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1934 1 
1933 \| 
1932 
oo 


of Aaa a 


THE BRIGHTEST SPOT in the whole electric appliance field! 
Every year sees increased sales of Toastmaster products. 1938 
is leading 1937, biggest year to date in all Toastmaster history. 
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IT’S A GREAT IDEA! The new marmalade, and the new 2- 


Toastmaster Toast ’n Jam Set. 
An eyeful of sales appeal—so 
bright and colorful that it will 
pep up any display. Has a 
beautiful tray of primavera 


slice Toastmaster Toaster. 
Ideal for the breakfast table, 
children’s after-school snacks, 
and Sunday chafing dish sup- 
pers. How you'll sell it, for 











USINESS has been good, right along, for dealers sell- 


ing the Toastmaster line. And it’s going to stay good. 
Here is the merchandise to prove it! 


This fall we are announcing the new Toastmaster Toast 


’n Jam Set, to sell at $17.95—scarcely more than the price 
of the newly styled and improved toaster alone. 


There’s a new De Luxe Hospitality Set, more stunning 
than ever. And a new Standard Hospitality Set that tops 
any value ever before offered. And all the other best- 
selling Toastmaster stand-bys. It’s a great line! 





on 


wood, two gay-colored peas- scarcely more than the cost 
ant-pottery dishes for jamand_ of the toaster alone! $17.95 


2 EXTRA-PROFIT DEALS 


Two new Toastmaster deals are ready and waiting to 
step up your profit margin. On Deal A, with your order 
for the six Toastmaster products specified on this deal, 
you get the new Toast ’n Jam Set for only $5.00 (retail 
price, $17.95). 

On Deal B, with your order for three Toastmaster 
products as specified, you get the Toast ’n Jam Set for 
only $7.50. And with both deals you receive a com- 
plete kit of sales helps. 

These deals, good till August 31, give you a hand- 
some bonus for being first to introduce the finest, fast- 
est-moving merchandise ever offered by Toastmaster. 


Selina Pupils FOR DEALERS WHO ORDER fw/ 
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BRILLIANT NEW MERCHANDISE 
aud 1 EXTRA-PROFIT DEALS 


SENSATIONALLY BEAUTIFIED! This stand- 
ard Hospitality Set is a standout, with its 
gay-colored appetizer dishes of popular 
Stangl pottery. With extra-large De Luxe 


Quder How FOR 


It’s a great line—and it doesn’t weaken! 
Toastmaster merchandise is selling where 
other merchandise is lagging. The line that 
gives you action is the line to push. 


Toastmaster advertising this fall will 
again send customers into your store. 
There’s no let-up in this advertising. The 
mightiest magazines in the world will tell, 


QSPECIAL DEALS 


DE LUXE-R THAN EVER! This stunning 
Hospitality Set has four lap trays, three 
appetizer dishes in sparkling Duncan 
crystal, cutting board, toaster, and spa- 





cious tray of new and exclusive design—in 
richly grained walnut or beautifully fig- 
ured mahogany. The perfect gift. 

De Luxe Hospitality Set—Price $23.95 





tray (walnut only) and cutting board to 
match, it is the greatest Hospitality Set 
value in Toastmaster history. 

Standard Hospitality Set—Price $19.95 


EXTRA PROFITS 


re-tell, and re-re-tell the story. 

Good till August 31! The two extra-profit 
deals are READY NOW for immediate 
delivery. 

Phone, wire, or air-mail your distributor 
today, or write direct to McGraw Electric 
Company, Toastmaster Products Division, 
Elgin, Illinois. 


OFFERED 









OUT IN FRONT farther than 
ever! Refined and re-styled. The 
2-slice automatic pop-up type 
Toastmaster toaster. 16.00 


NEVER STOPS selling! Has 
the same mechanical perfection 
as its 2-slice team-mate. $10.50 





BRINGS BUYERS! This Junior 
toaster carries Toastmaster 
— into the non-automatic 
eld. $7.50 





THE BEST, that’s all. The 
Toastmaster Waffle-Baker, with 
instant-acting temperature con- 
trol. $12.50 





FITS BOTH SETS! The most 
attractive stand Toastmaster * 
has ever offered. Mahogany or 
walnut. Converts either new 
1939 Hospitality Tray into a 
handsome coffee table. $5.95 


**TOASTMASTER” is a registered trade- 
mark of McGraw Electric Co. 


UNTIL AUGUST 31st 
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Any Way You 
Look At it... 


IT’S A 
SELLER! 


No. 266 — the Stan- 
ley “Green End” 
Rules with vertical 
figures and heavy 
Yq", Ye" and 1” 
graduations. Ask 
your jobbers 


salesmen. 





RULE SALES 
on THE UP/ 








WITH TESTED STANLEY PLAN 


Stanley is leading the way with 
ee) o} dohidclo MBE T-1er-{c3 lb bole mavll= 
a tested planthat 


All you do i 
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Put 
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“Green the 


for Stanley 
tules; youll ring 


of profitable sale 
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Pork ik Pork eek toe 
No. 266F has vertical numbers beginning 
on the inside face of the rule so that figures 
lie close to the work. Also available with 
hook under No. H266F. 














Stanley-Victor No. 866. A high grade, popu- 
lar priced rule. White finish, black vertical 
figures, rivet joints. 

No. 866F. Same as No. 866, but with figures 
beginning on inside face. 














No. 816 Engineer's Rule. Completely re- 
designed. The finest engineer's rule avail- 
able. Red line along the outside identifies 
the engineer's scole -— tenths and hundreds 
of feet in tape marking. Has many uses by 
civil engineers, surveyors, construction men. 






















No. 106. The rule you've always carried, 
now better than ever. Whiter and tougher 
finish; larger, easier to read figures; stain- 
less nickel silver joints; tough straight- 
grained Vermont Rock Maple sticks. 
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Stanley-Victor No. 876 has tape marking 

popular with many mechanics. The foot 
numeral is repeated in red at each inch. 
Numbers begin on outside edge of rule. 







Mae HH 


No. 227 Extension Rule. A high grade, 
popular priced extension rule with a brass 
slide 7” long. The rule has large Gothic 
figures and both rule and brass slide are 
graduated in inches by sixteenths. 


= 





STANLEY TOOLS 


NEW BRITAIN, CONN. 


“THE TOOL BOX OF THE WORLD” 
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CLEMSON PRECISIO MOWER 


THE GREATEST SALES 
STORY IN THE LAWN 
MOWER FIELD 


. The Clemson Lawn Mower is a high quality pre- 
cision grass cutting machine, far in advance of the 
usual mower. It offers dealers the greatest sell- 
ing opportunity of the year—it will help carry 
a lot of dealers into wide open avenues of big 
profits, 

Consider what this new Clemson Lawn Mower 6 
brings to your customers. . The convenience of 
an easy running, accurate cutting machine, the 
convenience of simple control adjustments, the 
convenience of sturdily constructed light weight 
parts, and t all—the lustrous beauty of 
the chrome plated parts, silvered fly-knife, and 
woe yellow, baked enamel wheels, housings, 
Never before have dealers been 
able to offer such big values in one compact, 


running lawn mower. Show these out- 

ing features to mower users--they will 

i itely recognize the superiority of the 
new 


Lawn Mower—orders will quickly 
follow, for users want the added convenience and 
labor saving features that can be obtained only 
with America’s Finest Precision Lawn Machine. 
Clemson Lawn Mower ts you with these 
extra “FIR§$T TIME S. POINTS”. ; 

. An entirely new conception of a lawn mower— 

new in design, quality, beauty, and operation— 

manufactured by Clemson Bros., Inc., Middle- 

town, N. Y., makers of the famous STAR Hack 

Saw Blade 

A pein grass cutting machine designed and 
the latest engineering oe neti: 


2 cast iron, stamped metal or shpicaint parts. 





‘Silent t over-running a cluich—-piodiiive eat apuieh % 
acting. 3 


; One model, one size, one price—easy sales and 
__ Jarger profits. 
Previewed by the trade prior to this public 
announcement. 


“The resources, the prestige and the policies of 
one of the oldest and yet most progressive hard- 
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Ask Yourself This Question, Mr.Merchant: 


“WHAT BRUSH MANUFACTURER 
CAN DO THE MOST FOR ME?” 


Q. Does my brush manufacturer un- 
derstand merchandising? 
A.Superkleen merchandising is 
tested...proved. Only the largest 
brush manufacturer in the world can 
say this...and know that it increases 
the dealers’ sales. 

Q. Is the manufacturer experienced? 
A. Superkleen Brushes have 184 years 
behind them. The company employs 
the finest craftsmen in the country. 
Q. Does the manufacturer constantly 
test quality? 

A. Superkleen not only employs atest 
engineer for new products, but also a 
complete crew of men that guarantees 
Superkleen’s superquality. 

Q. Whatare the resources behind the 
manufacturer? 

A. Makers of Superkleen Brushes en- 
joy an AAAI credit rating. 

Q. Can the manufacturer meet and 
beat chain store competition? 

A. Superkleen prices meet the lowest 
of the chain stores’; yet Superkleen 
quality excels in every way. 


painters? 

A. Superkleen’s George Merwin 
knows painters. He’s learned what 
they want— gives them more of that; 
he knows what they don’t want—gives 
them less of that. 


Want answers to your questions? Write to Artuur H. Mournusen, Mgr., Brush Division, at the address below. 


SUPERBLEEN BRUSHES 


460 Smith Street, Brooklyn, New York 
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CHAMPION AMONG WASHERS! 


@ Eight beautiful new types and models in the 1938 
line of Kelvinator Electric Washers . . . swift, silent, 
thoroughly efficient on amazingly little current. Fea- 
turing the famed FIN-FLEX Agitator that is so gentle 
on fabrics but such a champion for getting them 
clean . . . also the remarkable PRESSURE-ATOR 
Wringer that is easily adjusted to exactly correct 
pressure for anything from sheer tub-silks to blan- 
kets. Minimum of moving parts. 











ELECTRIC COOKERY PERFECTED! 


@ Costs of electric cooking are yanked down to a 
new low level by the 1938 Kelvinator Electric Ranges 
... the most beautiful, convenient and economical 
the industry has ever seen. A full line of handsome 
models . . . popular prices . . . sensationally appeal- 
ing features. Huge, fast-heating, constant-tempera- 
ture ovens... Giant Broilers . . . finger-tip controls 
... plenty more! (Also find out about that astonish- 
ingly effective sales-closer: the “KONVINCE-HER”!) 


KELVINATOR—Division of Nash-Kelvinator Corporation, Detroit, Michigan 


Kelvinator 
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MODERN ELECTRICAL 
HOME APPLIANCES 
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Get ready now to sell your livest market— 
the young army that’s headed for school. 

This fall more than 30 million boys and 
girls will enroll in schools in the United 
States. Of this group, thousands will ride 
bikes between home and school because a 
bike is the cheapest way to go. 

They'll ride for exercise to stimulate brain 
and body—for convenience in going from 


Get your share 


* Bike 


to school! 





Hai ee al 


this Active Market 
class to class—for fun and relaxation after 
study periods. And they’ll run errands with 
bikes to help pay school expenses. 

Check your stock now. Place your orders 
at once with members of Cycle Trades — who 
are constantly promoting bicycle riding. 
Canvass the boys and girls in your neighbor- 
hood. See to it that this year they go “BIKE” 


to school. 


+ 
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Dealers. Make Um Dough-And How! 


In a wigwam far out yonder 

Sit um injun full of ponder. 

Worry why he no can find um 
Healthy squaw to love and mind um. 


Injun’s tepee cold and dreer 

Prairie Rose hate cold he hear. 

Need um heat and warmth to greet her 
First must ketch um NESCO Heater. 


Injun go to paleface town 
Find um dealer great renown. 
Buy um NESCO — Injun Joe. 
Dealer make um pile of dough. 


Red man light um — feel warm air 
Circulatin everywhere. 

Whoop with glee—now good chance 
NESCO find um lost romance. 


Injun sit but no more ponder 
In um wigwam far out yonder. 
He sure ketch um heap squaw now. 


Raise um papoose—ugh! and how. 


Repninta fon Display 
sent upon Request 


NATIONAL ENAMELING AND STAMPING COMPANY 
Executive Offices: 449 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 


Factories and Branches: MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE — 
PHILADELPHIA — GRANITE CITY. ILLINOIS — SAN FRANCISCO — DALLAS 




















Dealer sell Stove Eight Seven Three 
All squaws’ choice for cookery. 
Injun like um plenty food 

NESCO cook um heap—much good. 
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There’s a large market for sporting 
arms among people who are lim- 
ited in the amount of money they 
can afford or are willing to spend. 


Springfield Brand Rifles and Shot- 
guns enable you to offer such cus- 
tomers the unbeatable values they 
seek. 

Price alone is by no means the 
whole story. The distributor and 
manufacturer who want to build 
business for the future as well as 
the present realize their responsi- 
bility to every customer. 
Springfield Brand Arms give every 
purchaser reliable service. They are 
the products of an old-established, 
experienced firm which has every 
modern facility to turn out the most 
gun per dollar. The Springfield Line 


is one you can sell with confidence. 
Ask your wholesaler for prices. 


SPRINGFIELD 2:2. 


2 J. STEVENS ARMS COMPANY Divisio 
CHI 


COPEE FALLS, MASS 





in PRICE 
RVICE 





THE SPRINGFIELD LINE 


No. 94—Single Barrel Shotgun. 
Barrel of Selected forged steel. 
Walnut Stock. 


No. 311—Double Barrel Shotgun. 
Barrels of blued selected forged 
steel, tested with nitro powder. 


No. 39—.410 Bore Bolt Action Re- 
peating Shotgun. Tubular mag- 
azine. 


No. 38—.410 Bore Bolt Action Re- 
peating Shotgun. Clip magazine. 


No. 37—.410 Bore Bolt Action 
Single Shot Shotgun. 


No. 15—.22 Single Shot Rifle. 
Youth’s size. 


Manufactured by 


a 


on of SAVAGE ARMS CORPORATION 


No. 83—.22 Single Shot Rifle. 
Man’s size. Open sights. 


No. 083—Same as above with peep 
sights added. 


No. 84—.22 Repeating Rifle. 5-shot 
clip magazine. Open sights. 


No. 084—Same as above with peep 
sights added. 


No. 86—.22 Repeating Rifle. Tub- 
ular magazine. Open sights. 


No. 086—Same as above with peep 
sights added. 


No. 87—.22 Automatic Rifle. Loads 
and ejects automatically. 


No. 087—Same as above with peep 
sights added. 


RIFLES & 


SHOTGUNS 
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CUSTOMER 









ATURALLY, the “ace” customer in 
the paint business is the painting 
tractor. That one word con- 
tractor explains why. He’s the man 
wha lands the big-time contracts 
... t paint a new house inside and 
out.\.to do over the interior 
walls of a school building. Big jobs 
like those mean big orders for 
paint supplies. 

The typical painting contractor 
has one well-known “buying 
‘he No. 1 item on his list 
deyd. All the other things 
e bought at the store 
im his white-lead. 

ot stack the cards — in 
pout own favor? Deal yourself a 
winning hand by stocking and 
pushing Dutch Boy White-Lead. 
For many years, Dutch Boy has 
been the first choice of painting 
contractors. It’s the item that at- 
tracts the volume buyers. 











When good sellers get together 


Here’s a selling idea that has paid 
out in store after store — a Dutch 


Tre ag — ‘ Boy Department. Pick out a prom- 
WHERE PAINTING CONTRACTORS ua inent section of shelving and in it 
see = BUY THIS—> fae be: 


concentrate the Dutch Boy line, 
évery item. That display makes a 
... they also ALL-PURPOSE 
SOFT PAS 










big impression on contracting 
painters, makes them feel your 
store is a leader in supplying the 
kind of goods they prefer to buy. 


‘DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh ; 
John T. Lewis: & Bros. Co., Widener Bldg., Philadelphia, 
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“IE L were a 
ADVERTISING MANAGER 





















That's just one of the talks to be delivered 
anonymously by a masked speaker that will 
set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 
sentative. 


We're not going to tell you much here—just 
highlight the program enough to make your 
mouth water and your brain tingle. 


T. M. Girdler, Chairman, Republic Steel Corp- 
oration, is scheduled for the opening address 
and when “’T. M.” talks he says something. 


J. H. McGraw, Jr. will talk on “What I Would 
Do Now If I Were An Industrial Advertising 
Manager.” 


The new Publisher's Statement will receive 
full discussion. 


Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 


A general conference session will cover such 
subjects as “Preparing the Plan”, “How to 
Gather Usable Material”, “Copy Technique”, 
“How to Sell Management”, “Co-ordinating 


Sales and Advertising” and “How and Why 
to Use an Industrial Agency.” 


Another session will deal with “Problems of 
the Small Advertiser”, “Production Prob- 
lems”, “Public Relations”—and there are 
many others. 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 
Cleveland, Ohio. 





IF I EMPLOYED AN ADVERTISING 
MANAGEB-|! would make certain that he at- 
tended this Conference, because changing times 
and markets demand a changed viewpoint—a 
new viewpoint that can be obtained only by 
hearing discussions by men whose experience 
is up-to-the-minute—right up to September 21st. 























NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 





CHICAGO. ILLINOIS 
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Sell the''57” file to farmers, gardeners 
and home owners for ADDED profits 


The next two months are going to be more profitable for the dealers 
who feature the “57” file. This handy, all-purpose file will sharpen 
practically any edged tool on the farm or the garden. Put the “57” out 
where your customers can see it. Give your clerks a list of its many 
uses and tell them to suggest the Carborundum Brand Silicon Carbide 


No. 57 File every time they sell an edged farm or garden tool. 








-_ VS HF 


iGE 





The “57” file sharpens mower knife sections, pruning shears, corn 
knives, butchering knives, spades, lawn edgers, harrow discs, en- 
silage cutter knives, hoes, hedge cutters, beet. toppers, plow points. 











THE CARBORUNDUM COMPANY. niacara FALLS, N. Y. 


Sales Offices and Warchouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, 


Cincinnati, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company) 
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Ger SET for the biggest season you've ever had 
on lunch kits! Cash in on the fast-growing ‘home 
lunch at school” habit. Let people know you sell Ther- 
mos—the finest and most complete line ever known. 


Flat kits for youngsters; dome type for older boys 
and girls. Kits in blue, green or red—plenty of eye 
appeal. Many exclusive features make them favorites 
with children and parents alike. 


And each kit fitted with a half-pint Thermos brand 
Vacuum Bottle—the kind people ask for, and want. 
Four attractive bottle styles offer ample range to sat- 
isfy everybody's taste and pocketbook. 

... Do it now! 


THE AMERICAN THERMOS BOTTLE COMPANY + NORWICH, CONN. 


THERMDs 


TRADE MARK REG. U. S. PAT. OFF. 





Flat type school kit. Thermos brand Vacuum Bottle with Atherlite 
cup that won't burn lips or fingers. 





Dome type school kit. Extra food capacity. Thermos brand Vacuum 
Bottle with large size aluminum cup. 


ALL STATED CAPACITIES ARE APPROXIMATE 


Loo kK FOR Fe. 8 SECTEETSER ©, EZ THE BOTTOM oma THE SO TTS 2 
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QUALITY 
That’s Why It Sells 


The customer doesn't have to be an ex- 
pert to get the “feel” of a quality golf 
club . . . or a quality shovel. The minute 
he picks one up in his hands, something 
tells him it's RIGHT. And it's that ‘‘feel”’ 
that makes sales and builds up your 
reputation as a dealer. 


Wood's Shovels have that ‘feel”— 
they're built that way. Handles are of 
the finest selected second-growth north- 
ern ash, with the famous ““Moly-D” grip. 
Master engineers have developed the 
best blade shape for each particular 
type... the best manufacturing methods 
to insure fine finish and durability... and 
such exclusive features of design as the 
Closed Back, Tapered Socket, Turned 
Step and Heat-Treated Blade. See your 
jobber today for full information on the 
“Moly,” “Big Fist,” “Wood,” “Stuart,” 
“Piqua,” and ‘Zephyr-Weight” alumi- 
num lines. The Wood Shovel and Tool 
Company, Piqua, Ohio. 


**If It’s a WOOD—It’s Good” 


SHOVEL 
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SHOVELS ° ° ° SPADES 
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Informal Editorial Comments 





CO-OPS :— 


George Herreid, a succes:ful 
hardware merchant of Deer River, 
Minn., told the recent N.R.H.A. 
Congress that the Consumer Coop- 
erative movement and its increas- 
ingly successful propaganda, with 
government support, is the great- 
est menace faced by tax-paying 
independent retailers. Very prop- 
erly, George is disturbed about the 
general apathy of all business men 
toward the Co-ops’ intrusion on 
the school system in Wisconsin, 
where a two-year study of Cooper- 
atives is a mandatory course in all 
schools within the state. The Co- 
ops are trying hard to pass similar 
legislation in other states and un- 
less checked may be successful as 
they were in Wisconsin. 

There is too much general in- 
difference toward the Co-op move- 
ment in this country. In the be- 
ginning these organizations con- 
tented themselves with community 
gas stations and community grain 
elevators. When they first entered 
the wholesale and retail distribu- 
tion fields they concentrated on 
“soft goods” such as dry-goods, 
clothes, shoes, etc. Only a few 
months ago I saw a catalog on 
“hard lines” (including hardware, 
tools, etc.) prepared by the large 
Central Cooperative Wholesale 
Corp., of Superior, Wis. Any hard- 
ware wholesaler in this country 
might well be very proud of this 
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by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


catalog and the variety of lines 
and the apparent high-grade qual- 
ity lines featured. By no means 
is this gigantic Co-op wholesale 
organization in northern Wiscon- 
sin selling shoddy goods or a 
sketchy line of hardware. It is a 
complete line of good merchandise 
and every dollar's worth that is 
sold through Co-op channels is so 
many dollars’ worth of business 
taken from retail hardware stores, 
aided by the manufacturers who 
supplied the goods. The manu- 
facturers who sell their hardware 
to the Co-ops are ultimately hurt- 
ing themselves as well as the inde- 
pendent wholesalers and retailers 
who handle the bulk of their prod- 
ucts. The entire history of the 
Co-op movement has been to pro- 
gress first from retailing, thence to 
wholesaling and finally to manu- 
facturing. If the Co-ops continue 
to grow at their present rate of 
progress, they will enter the hard- 
ware manufacturing field as they 
have entered the manufacturing of 
paints, the refining of oil, etc. Then 
the hardware manufacturers will 
feel the pinch of Co-op competi- 
tion, and may think differently on 
the subject. 





EVIDENCE :— 

Meeting in New York City, June 
26 to July 2, 1938, the National 
Education Association, 

“accepted the report of its 
Committee on Cooperatives 
which recommended that the 
study of cooperatives be made 
an ‘integral part’ of the cur- 
ricula of high schools, col- 
leges and universities. The 
Natiohal Education Associa- 
tion further recommended 
that colleges include the study 
of cooperatives in their gen- 
eral courses in, economics, 
sociology, history, political 
science, chemistry, home eco- 
nomics, industrial arts, health 
and English. Special courses 
should be offered in fields 
which will provide technical 
training for students who ex- 
pect to enter the cooperative 
movement. In addition, all 
prospective teachers should be 
given coures which include 
adequate treatment of coop- 
eratives.” 


The italics are ours but the di- 
rect quotation comes from the July 
7, 1938, bulletin issued by the Co- 
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chain USers everywhere. Your customers 
know thaf{AMERICAN means thoroughly 
satisfactory service, always. They expect 


good value—and they get it. 


Now is the fime to display and sell 
popular AMERICAN chain items like Tenso 
Halter and Dog Chains, Elwel and Tenso 
Cow Ties, Tenso Kennel Chains, ACCO 
Proof and BBB Coil Chain. 


Through good display and a little mer- 
chandising you can make many profitable 
sales of these and other AMERICAN chain 
items. AMERICAN chain is aftractively 
packaged for easy handling and display. 


Keep it where your customers can see it. 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. “ 


BRIDGEPORT, CONNECTICUT 
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operative League News Service 
and as such was available to all 
newspapers and other news dis- 
seminating units. 


SOME MORE:- 


The same bulletin (and again 
we quote directly from it) con- 
tinues: 


“America is slowly becom- 
ing cooperative-minded, slow- 
ly but surely coming to use 
intelligently the terms ‘con- 
sumer, ‘producer,’ and ‘co- 
operative’ and to adopt for 
practical use some of the prin- 
ciples these terms imply . . . 
A true cooperative as the term 
is used in the particular and 
modern sense, connotes an 
economic enterprise; a demo- 
cratic organization of people 
for the purpose of producing 
and distributing goods and 
supplies to members on a 
non-profit basis . . . A coop- 
erative group of neighborly- 
minded people band together, 
not only for the purpose of 
eliminating competitive, mid- 
dleman monopoly, but also 
for paying themselves the 
profit on their own pur- 
chases.” 


This is strong language and in- 
dicates welf organized thinking 
and activity. The National Edu- 
cation Association comprises a 
wide variety of private and public 
school teachers and is a large and 
representative body among those 
to whom the teaching of our young 
is entrusted. 


N. R. H. A. :— 
Prompted by Mr. Herreid’s plea 


for some action on the Co-op situ- 
ation, a brief discussion indicated 
that the N.R.H.A. officials believed 
a “quiet study” of the problem by 
the headquarters staff would bring 
the best results. This opinion re- 
ceived approval from the Associa- 
tion in session. This may be the 
best procedure, but it should be 
remembered that the opposition 
(the Co-ops themselves) are far 
from “quiet” and are making 
alarming progress. They claim, 
publicly, 11,000 consumer and 
marketing cooperatives with a 
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total membership of 3,330,000 and 
an annual business of $1,500,000,- 
000. This means one and one-half 
billions of retail sales that did not 
pass through wholesale - retail 
channels in 1937, and is not to be 
confused with any new federal ap- 
propriations of the familiar Amos 
and Andy taxi enterprise with their 
mythical “four million, five mil- 
lion, etc.” It must, of course, be 
realized that the state and national 
retail hardware association mem- 
bers are themselves “cooperatives 
in competition with private enter- 
prise” in the insurance, publish- 
ing, store fixture, freight audit, 
trade exhibition and accounting 
forms fields. There is no reason 
why they shouldn’t do all these 
things, but it is a factor to remem- 
ber whenever members ask the as- 
sociation to take up the cudgels 
against Consumer Cooperatives. 


AUGUST ?:— 


There was quite a wide-spread 
movement to concentrate employee 
vacations during the month of 
July. This was premised on the 
belief that August would mark the 
beginning of a recovery period in 
general business. Many of the 
country’s largest business organi- 
zations followed this plan. The 
idea was well publicized as an en- 
couraging bit of optimistic think- 
ing. The theory was that August 
would be much busier than July 
and that full strength staffs would 
be required, particularly in the 
selling end. It is too early to know 
the answer with any finality but 
such a trend of thinking among 





Spirit of Cooperation 


PuiLapeLpuiA, Pa.—After receiv- 
ing the current issue of HARDWARE 
AcE and perusing through its col- 
umns and noting with interest the 
splendid write up and the consider- 
able space which you gave in telling 
the news of the recent convention 
of the National Retail Hardware 
Association convention, and your 
fine editorial on H. P., I just could 
not help taking the time as one of 
the Board to express to you what a 
fine spirit of cooperation you have 
shown through this token of public- 
ity—Harry D. Kaiser, Kaiser Bro- 
thers—A N.R.H.A. Director. 


busines leaders, wide-spread 
enough to receive so much public 
attention, does seriously suggest 
returning confidence which is a 
very necessary forerunner for any 
general business improvement. 


MOVIES :— 


During the recent N.R.H.A. 
Congress at French Lick Springs, 
Ind., one evening was devoted to 
viewing an outstanding industrial 
or educational film sponsored by 
the U. S. Steel Corp., plus an 
equally entertaining group of mo- 
tion pictures taken by Luther 
Stein, vice-president, Belknap 
Hardware & Mfg. Co., Louisville, 
Ky. Mr. Stein’s pictures were 
taken one year previous and 
showed all stages of the special 
N.R.H.A. convention train trip 
from Chicago to Los Angeles, and 
many scenic views en route. As 
many of those present saw them- 
selves in pictures for the first time 
in Mr. Stein’s pictures, the two sets 
of film were highly appreciated 
entertainment features. The U. S. 
Steel film arranged by Henry A. 
Squibbs, District Sales Manager, 
Chicago, American Steel & Wire 
Co., was the finest educational film 
I have ever seen. Taken complete- 
ly in natural colors, it tells, graph- 
ically, the making of steel from 
raw material to fabricated product 
with every step clearly and com- 
pletely pictured. Titled “Steel, 
Man’s Servant,” this film will be 
available to school. college and 
trade groups upon application to 
the sponsors. There are other fac- 
tories with educational films avail- 
able. In many parts of the coun- 
try enterprising hardware dealers 
could sponsor a series of winter 
showings at local auditoriums and 
gain a fair share of the publicity, 
as the local sponsors. Arranging 
weekly, or every other week pro- 
grams, of industrial and educa- 
tional films available from various 
hardware manufacturers would be 
a welcome series of events in any 
community; would encourage 
more thought, respect and appre- 
ciation for goods sold by the local 
hardware dealers and should pro- 
mote new and extra business for 
the dealers showing this initiative. 
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A PLAN 


Description of 
plan: The base 
cabinets are A, D, 
F. KE and L; wall 
cabinets are B 
and C; sink front 
is E; corner cabi- 
nets, G and J; cor- 
ner shelves are 
shown by H and I. 
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Model kitchen, planning service and 
home economist assist W. W. Woodruff 
Hardware Co. in developing business 












Mrs. Ruth Swayze. home economist, in Woodruff’s model electric kitchen 
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Triple Service Builds 


MODEL electric kitchen on 
A display at all times, full- 
time services of a home 
economist and a service that in- 
cludes the drawing of plans for 
model kitchens to exact scale have 
combined to increase sales of elec- 
tric kitchen equipment and com- 
plete electric kitchens for the W. 
W. Woodruff Hardware Co. of 
Knoxville, Tenn. Mrs. Ruth 
Swayze is the home economist and 
it is she who is the guiding spirit 
behind Woodruff’s exceptional suc- 
cess in the field of electric kitchen 
appliances and complete electric 
kitche 
The model electric kitchen is at 
the right of the Woodruff store 
and Mrs. Swayze is_ generally 
found there. She it is who draws 
up the plans for the model electric 
kitchens in the homes. Outside 
salesmen make the kitchen surveys 
and she plans for all equipment 
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A KITCHEN 


A completed all- 
electric kitchen 
planned by Mrs. 
Ruth Swayze and 
completed by a 
cooperative ar- 
rangement be- 
tween Woodruff's 
and King Mantel 
and Furniture Co. 


ls | Electrical Kitchen Sales 





and cabinets. In addition to this. 











she also sells in the store and ELECTRICAL APPLIANCE PROSPECT CARD - Salesman Zone 
- makes calls in the field with the Name Address Phone 
salesmen. : Business Address Phone 
' Mrs. Swayze interviews the Appliances secnanre cnc Meater| stoke! Vent. System pond Date 
prospects who come in to look 


abies 


at the model kitchen. She has 
found that the prospect usually 
stands in front of the piece of 
equipment in which she is most 
interested. Consequenily, her first 
sales step is to concentrate on sell- 
ing that particular item and to 
follow it up with a talk on the 
advantages of a complete electric 
kitchen. An excellent sales pro- 
motion plan, used by Woodruff’s, 
is to offer to make a free survey 
of the prospect’s kitchen. This 
service appeals to the housewife 
and gives the sales force an op- 
portunity to discuss the advan- 
tages of electric kitchen equipment 
in the prospect’s home. 

In many cases the people who 
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Electrical appliance prospect card used by the firm’s salesmen 


visit the store to inspect the all- 
electric kitchen are building new 
homes and welcome suggestions 
as to how their modern kitchens 


should be planned. As a rule, a 
certain type of cabinet is sold 
along with the equipment as they 
are admirably adapted for mod- 
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ernizing a kitchen in the shortest 
possible space of time. There is 
such a variety of sizes and types 
of these cabineis that they can be 
adapted to any size or shape of 
kitchen. If a customer doesn’t feel 
that she can install the complete 
kitchen as originally planned, the 
cabinets can be added later on 
when she can afford the expense. 

Any dealer providing kitchen 
plans can profit by Woodruff’s 
recent experience. The firm dis- 
covered that some persons were 
taking unfair advantage of this 
service and were keeping the 
plans long enough for the car- 
penters to copy them. When their 
kiichens had been completed they 
frequently purchased their equip- 
ment elsewhere. Because of this 
fact Woodruff’s home economist 
does not put any dimensions on 
the plans submitted and never 
leaves them with a prospect until 
he or she has “signed on_ the 


dotted line.” After the sale has 
been closed, a copy of the blue 
prints is turned over to the pur- 
chaser. 

When submitting a plan for a 
complete kitchen, Woodruff’s in- 
cludes separate specifications for 
each wall. These are seen in 
Walls A, B and C in the accom- 
panying illustration. This makes 
it possible for the cusiomer to in- 
stall one wall at a time if she is 
not able to purchase the entire 
kitchen complete. The price of 
each wall is estimated separately 
and each item is specified. 

After four years of kitchen 
planning, Mrs. Swayze has found 
the scale of 14 in. to 1 ft. to be 
the most practical and convenient 
size for this purpose. Such di- 
mensions permit the floor plan 
and necessary elevations (even all 
four walls) to be put upon a 
sheet about the size of typewriter 
paper. Some customers have defi- 





W. W. WOODRUFF HARDWARE CoO. 


EsTas.isneo 1865 
424 GAY STREET 
KNOXVILLE. TENNESSEE 


CONDITIONAL SALE 








This is t r tha 
now residing at 
hereinafter called the purchaser, have purchased of the W. W. Woodruff Hardware Co., hereinafter called the seller, the 
following described property 

gusta iionsetinemesetiioerantnnsditome ree eaten ee 
which the purchaser agrees to pay for on the following terms: 

The sum of $ in cash and the balance $ every thereafter, 
commencing on the day of , 193......, until the full value, which is agreed to be 
$ is paid in full, the same to be payable at the offices of the seller. 

‘ 

It is understood that the title to all the above described property is to remain in the said Seller until all of the con- 
ditions of this contract are fully performed. In the event the purchaser fails to make any payment as above agreed, or 
should fail to comply with any other term or condition of this agreement, or should sell or attempt to sell or dispose of 
or conceal or encumber said property, or in the event any attachment or execution is levied upon said property, the seller 
is hereby authorized to immediately declare all of the remaining installments due and prec og and is hereby authorized 
to take possession of all of said property and dispose of the same as provided by the Conditional Sales Law for the State 
of Tennessee, and the Purchaser does hereby give to the Seller the right to enter the premises where such property may 
be located, and any and all claims for damages by reason of, or in connection with, repossessing said property are here- 
by waived. 

It is expressly agreed that the amount owing on this contract may be carried on the books of the seller with any 
other amounts owing by the purchaser. Any payments made by the Purchaser shall be entered on the books of the seller 
and shall apply pro-rata on the entire balance owing by the purchaser at the time such payment is made, including any 
balance owing on previous contracts or open accounts or on any future contract or open accounts as long as there is 


owing any balance shown by such books. 

The acceptance of any note or other collateral or any extension of time or other security given shall not constitute a 
7 of any provision of this agreement but shall be treated as additional security only, or/and a change in the terms 
of payment 


It is further agreed that in the event of any breach or default in the terms of this contract, and same is placed in the - 


hands of an attorney or collector for the collection of the balance due on same, or repossessing of said property, the 
purchaser will pay all costs and expenses thereof, including attorney's fees or collector's charges, which may be added to 
and become a part of the indebtedness herein secured. 

The purchaser hereby expressly agrees that he will, at his own expense, keep said property insured in some good and 
solvent insurance company for an amount not less than the balance due hereon, and providing that loss, if any, shall be 
payable to the seller to the extent of its interest. 

The purchaser further agrees not to remove any of said property from the address given above, or attempt to do so, 
until the same is fully paid for, and the written permission of the seller is given. This contract subject to the approval 
of the credit department 

It is understood that this contract contains all of the terms and conditions between the parties hereto, and shall not 
be altered or varied by any verbal agreement, and that there are no warranties, express or implied, with respect to the 
property purchased, unless incorporated in this instrument. 


Executed this day of. > an 
Salesman 


Accepted: W. W. WOODRUFF HARDWARE CO 


Form 600 6-37—10M. 











One of Woodruff's conditional sale contracts 
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nite ideas as to what they want, 
but the majority look to Mrs. 
Swayze for suggestions. Through 
questions this home making ex- 
pert learns about any pet hob- 
bies or other ideas the patrons 
want carried out. An effort is 
made to have a compact kitchen 
of unbroken line so that there will 
be no gaps in between that will 
be difficult to clean. 

A special cooperative plan with 
the King Mantel and Furniture 
Company, one of the oldest local 
furniture concerns in Knoxville, 
assures every customer for an all- 
electric kitchen of having the high 
quality linoleum and wall cover- 
ing put on in the best possible 
way, with an adequate lapping of 
drainboard covering and_ back 
splash and with aluminum strips 
to prevent water from seeping in 
around the sink and drainboard. 
Woodruff’s electric department 
considers a back splash of 16 in. 
the most practical width. This 
does not put the wall cabinets out 
of reach of the average housewife 
and allows an adequate amount 
of room for the convenient opera- 
tion of mixers and other electric 
labor savers. Some prefer an 18- 
in. splash, particularly if the wo- 
men are tall enough to reach high 
shelves. 

The housewife of today will be 
willing to spend a substantial sum 
on her kitchen if sufficiently sold 
on the idea of modernizing her 
workshop. Once the customer is 
converted, she will not be content 
to stop until she has made a 
complete job of it. The great ma- 
jority of women introducing elec- 
tric equipment into their homes 
start with the refrigerator, then 
the range and water heater, and 
later the dish washer. For the 
small family, the table top water 
heater of 30-gal. capacity placed 
adjacent to the sink seems both 
practical and efficient because 
there is no waste of water by hav- 
ing to run it until it gets warm 
and no loss of heat from hot wa- 
ter left in a long pipe. Where 
the household is a large one, the 
larger tank in the basement is 
more satisfactory. 

There is no man on the sales 
force who can tell more about the 
mechanical side of the refrigera- 

(Continued on page 90) 
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Like all true Scots, M. W. 
Dallas loves the kilts and 
“pipes.” When he isn't pro- 
moting the sale of Atkins 
saws, in his capacity as ad- 
vertising manager for E. C. 
Atkins & Co., Indianapolis, 
Ind., this is the way you find 
him. He performs at various 
Scottish functions, playing the 
bagpipes, dancing native 
Scotch dances or entertaining 
with authentic tales from 
Scotch folklore on which he 
is an authority and a keen 
student. His hobby is “piping.’ 





Crawbaugh Brothers, hardware dealers of Marion, Ohio 
make a hobby of pure bred cattle and hogs, specializing in 
Black Angus cattle and Poland China hogs. Here they are 
shown in Muskogee, Okla., where they went to buy this fine 
Black Angus bull, “Black Prince, 45th, 521067,’ one of the 
finest in America. They paid a reported $715 for him. At the 
left is H. C. Crawbaugh; his brother, C. E. Crawbaugh, is 
seen at the right holding Black Prince’s halter. 





Will J. Feddery, central eastern manager for HARDWARE AGE 
for nearly 25 years, is a fight fan and a boxing judge of recog- 
nized standing in Ohio. In this picture he is receiving a trophy 
from Dick Kroesen, chairman of the Boxing Commission of the 
Ohio American Legion which judged Bill Feddery “Champ of 
Boxing Judges’ according to the inscription on the cup shown 
at the right. Bill has judged many outstanding Ohio prize ring 
events and enjoys state-wide recognition and reputation for the 
efficiency shown in pursuing his hobby. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Arnold Van of Green Bay, Wis 
needed more display room. So.... 


He Streamlined His Store 


JECAUSE he needed more 
B room for display, espe- 
cially major appliances, 
Arnold Van, owner of Van’s 
Hardware Store, 410 Dousman 
St., Green Bay, Wis., recently 
redesigned and rearranged his en- 
tire store, including one floor ad- 
dition for appliances measuring 
48 by 28 ft. and a basement ex- 
tension of the same proportions. 
This store has been streamlined 
throughout, new lighting installed, 
new shelving, a new balcony 
office put in, so that the store is 
the equal of any in that section 
of the country. And Mr. Van re- 
ports that, because of these many 
changes, business is increasing. 
Around Green Bay, they still 
call Mr. Van the “stove man,” for 
when he first entered the hardware 
field he concentrated heavily on 
the selling of stoves, later going 
into appliances. Today this store 
sells about 75 electric refrigera- 
tors yearly, 290 washing machines 
(one for every working day of 
the year) and about 300 stoves 
and heaters of various kinds. 
From the beginning Mr. Van 





has always handled and financed 
his own paper on appliance sales. 
He states that this has not only 
brought more profit to his firm, 
but it has also instilled more con- 
fidence in customers who prefer 
to deal with the store direci 
rather than through a_ finance 
company. 

Coincident with the reopening 
of his remodeled store, Mr. Van 
is also celebrating his 40th anni- 
versary in the hardware field. He 
is as enthusiastic about the busi- 
ness today as he was when he 
first started. 

The new appliance division, 
housed in the new addition, is a 
model of arrangement. It is big 
and roomy and two well-placed 
skylights help considerably with 
the lighting problem, making it 
a nice, cheery, bright place, even 
on cloudy days. When sunlight 
streams through the skylights 
down on the gleaming appliances, 
this salesroom is well worth see- 
ing, and many hoasewives like to 
come there and to bring their 
friends as well. 

One advantage of the location 





A view of the store front showing 
a number of attractive displays. 


of this appliance department is 
that it is set off somewhat from 
the rest of the store. This helps 
sales, for prospects as a rule do 
noi want to discuss terms of sale 
and payments in a crowded store 
where they can be overheard. In 
the Van appliance section they 
can have all the privacy they 
desire. 

This division of the store is 
so arranged that radios and wash- 
ers have a separate section, while 
stoves, ranges and electric refrig- 
erators occupy the large area. 
Thus three salesmen can work 





Views of the major appliance department: Left, washing machines; center, refrigerators, and right, ranges. 


26 


HARDWARE AGE 





i a kaa 


aM ia ted 


a, nae eee 





re 


R 


= —— ac ww & 





] 
2 


IPT LTS eS Dd a eis 4 


SACEET 





HARDWARE 


Another section devoted to a dis- 
play of various major appliances. 


there at one time, each selling 
different items and each discuss- 
ing terms in private with pros- 
pects. This arrangement makes 
for increased sales. 

Van's Hardware Store did a 
business of $100,000 last year. 
In stoves the stock frequently hits 
$10,000. By March 20, 1938, the 
firm passed the sales figure on 
refrigerators it had taken uniil 
July 1 last year to hit. Mr. Van 
states that departmentalizing ap- 
pliance sales helps a great deal in 
achieving volume and profit. For 
example. he has separate man- 





and Increased His Business 


This firm sells 300 stoves and 


heaters, 290 washing machines and 


75 electric refrigerators a year 


agers for the radio and refrigera- 
tor section, the stove department, 
and the washer and ironer depart- 
ment, each with their sales quotas 
and each with separate merchan- 
dising policies. Cold canvassing 
and follow-ups on satisfied first 
appliance customers have always 
been an integral part of this 
store’s merchandising policy. 
Newspaper and radio advertising. 
and participation in a local news- 
paper’s annual cooking school 
help to make the merchandising 
program more effective. 

At the front of the store is a 
special background display ad- 
vertising the appliance section 
with several appliances on dis- 
play. This feature attracts many 
people who then find their way 
into the main section. The store, 
too, has frequent window displays 





of various types of appliances. 

New shelving in the store has 
helped to increase the amount of 
stock that can be carried and it 
has also added to the appearance 
of the interior. A very effective 
display of floor coverings has 
been worked out by Mr. Van in 
the remodeled store. 

Nine, six and three-foot strips 
of linoleum are placed in slots 
in a special arrangement, where 
they look neat and can be seen 
from many angles. If a woman 
wants to see how a certain pattern 
of floor covering actually looks 
on the floor Mr. Van takes a 
small three-foot strip and lays 
it on the floor. This strip is 
large enough so that the prospect 
can make her decision as to the 
appearance of the covering on 


(Continued on page 91) 








Left, the balcony office; center, the radio department, and right, the linoleum in 9, 6 and 3-ft. strips. 
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Good Memory 


Customers like to be remem- 
bered by their first names and 
treated according to their whims. 
Realizing this fact a Minnesota 











hardware dealer has developed the 
knack of cataloging each person 
who trades at his store. He knows 
that Mr. Brown rarely has any- 
thing to say, preferring to be 
waited on quickly, while Mr. 
Smith is talkative, seems to have 
plenty of time to spare and would 
be offended if he were cut short. 
There are various ways of han- 
dling customers, the dealer rea- 
sons, but it can’t be done unless 
you go out of your way to know 
them personally. 


* * * 


Knitting Contest 

Most farm and city folks like 
to knit. Realizing this fact, a Min- 
nesota hardware merchant con- 
ceived the idea of a knitting con- 
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Others have used them to advantage 
Why not try them in your own store? 


test lasting 60 days. At the end of 
that time the completed materials 
were displayed in the windows. 
Competent judges were obtained 
who decided which of the three 
emries was best. For prizes the 
dealer offered merchandise suit- 
able for the farm or city woman, 
whoever happened to be the win- 
ner. The contest attracted many 
women customers into the store 
and much additional business, par- 
ticularly on household items, re- 
sulted. 


‘ 
* * % 


Free Rides 


Whenever a group of farm or 
city folks desires to be trans- 
ported to a picnic, basketball game 
or other community event, they 
can always depend on a Wisconsin 
hardware dealer to furnish the 
transportation. He has equipped 
his truck with portable benches 








that will seat at least 30 persons. 
During the winter the rear of the 
truck is enclosed and kerosene 


stoves furnish the heat. The deal- 
er’s name and firm name, painted 
conspicuously on both sides of the 
truck, furnishes good advertise- 
ments in its treks through the 
country and while parked at the 
gatherings. The free transporta- 
tion idea has won much good-will 
for the dealer and results in many 
additional sales. 


* * * 


Return Haul 

There are many dealers who 
make deliveries to farm customers 
of products which are purchased 


; SUMP'N GOIN’ 
nace TO TOWN 





from their stores. One hardware 
merchant, however, has_ utilized 
his advantage and converted the 
return trip into a good-will build- 
ing stunt that has developed much 
additional business. After his 
truck driver has delivered an order 
he is requested to ask the farmer 
to haul back a load of potatoes for 
the market, bring a broken part 
from the tractor to the local ga- 
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rage, or cart several cases of eggs 


‘to the grocer. The farmers appre- 


ciate this service and often buy 
several items for delivery from 
the store just to have something 
taken back to town for them. The 
dealer maintains that he is well 
compensated for the extra effort 
involved in extending the service. 


* * * 


Children’s Savings 

The encouragement of thrift 
among their children is greatly 
appreciated by parents. An In- 
diana dealer obtains a vast amount 








of good will and additional busi- 
ness by operating a thrift plan. 
When a patron makes a cash pur- 
chase he is handed a certificate 
which is known as “percentage 
scrip” for 2 per cent of the 
amount. The scrip is accepted, 
through special arrangement with 
the dealer, by the local bank as 
a deposit in the designated child’s 
name and draws interest. Accord- 
ing to the plan, the money cannot 
be withdrawn until thé child’s 
15th birthday. The idea really 
amounts to a 2 per cent discount, 
since the certificate is only given 
on cash purchases. It induces cus- 
tomers to shop at the store for the 
sake of their children and reduces 
the dealer’s book accounts. 


* * * 


Hired Help 


The unemployment problem for 
many high school boys and young 
men has been solved and farmers 
have been able to obtain desired 
help for the summer through a 
plan devised by an enterprising 
North Dakota hardware dealer. 
He has established in his store a 
free employment bureau for his 
farm customers who are in need 
of help. After the appearance of 
several advertisements in the local 
newspaper in which the dealer an- 
nounced that he would welcome 
names of farmers in need of help 
and applications from those desir- 
ing work the bureau began to 
function. The new “hired man” 
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as well as the farmer who 
have been thus brought together 
through the bureau naturally be- 
come boosters for the dealer and 
many additional sales result. 


* * * 


Oldest Settler 


An interesting contest was re- 
cently conducted by a Michigan 
dealer. He advertised the fact 
that he would give prizes in mer- 
chandise to the living couples 
who were the oldest settlers in his 
community. The local newspaper 
cooperated on the idea and ran 
good publicity stories which gave 
the store free advertising. Entry 
blanks were furnished by the 
dealer and had to be delivered 
personally. Three prizes were 
awarded and the newspaper pub- 
lished a picture of the winning 


couples. 
* * * 


Alarm Clock 


In Wisconsin a hardware mer- 
chant packs customers into his 
store with an alarm clock. He re- 
moved the hands from the time- 
piece and set it up on the cash 
register. Every day the dials in 
the rear were twisted and the 
alarm catch released. No one 
knew when the alarm was destined 
to ring, but when it did the per- 
son who was being waited upon 
at the time it went off received 
$1.00 worth of additional pur- 
chases. Most of the customers 
loitered around the store longer 
than usual, making additional 
purchases just in hopes that the 
alarm would favor them. Each 
time after it rang it was set again. 
The alarm sometimes went off in 
a few minutes and sometimes al- 
most 12 hours elapsed. Because 
the hands were removed, however, 
no one knew the exact time the 
extra $1.00 credit would be rung 
off. 


a” * * 


Carnival Fun 

When an advance man for a 
carnival came to a Michigan deal- 
er’s store and asked to rent the 
property adjacent to his store for 
one week he asked for an unusual 
fee. “I'll let you have the space 
for one week,” he said. “if you 
will admit all of the kiddies under 
12 years old free on one of the 


Qn 


nights.” The carnival man agreed, 
and the dealer called his home 
town newspaper and inserted a 
large advertisement announcing 
that on Thursday evening all chil- 
dren under 12 would be admitted 
free through the courtesy of the 
store. A special invitation was 
extended to farm boys and girls. 
The carnival on that night was 
jammed and so was the store. 


* * * 


Brain Teasers 


The regular advertising pub- 
lished by an Illinois dealer has 
proved to be the talk of his trad- 
ing area. At the bottom of each 
ad he prints a “brain teaser” 
which keeps his customers sitting 
up nights trying to solve it and 
constantly reminds them of his 
store. Here are a few examples 
of “teasers” taken from _ recent 
sheets: “If a brick weighs 3 lbs. 
and a half brick, what does a 
brick and a half weigh?” “How 
long can you continue to place 
seven horses in seven different 
stalls—in a different arrangement 
each day?” “A man has six 
coins in his pocket totaling $1.15 
in change. He could not make 
change for a dollar, 50 cents, 25 
cents, 10 cents or 5 cents. What 
were the six coins?” (Answers 
given on page 90 of this issue.) 


* * * 


Complaint Record 


Anxious to please his customers 
in every respect a Pennsylvania 
merchant keeps a special book in 







ne /g 





his office in which he and every 
member on his sales force write 
the complaints made against the 
firm’s products or service. The 
nature of the complaint is de- 
scribed and the name of the per- 
son making it registered. At his 
earliest convenience the dealer 
takes steps to make restitution or 
to rectify the mistakes. If com- 
plaints on a certain phase of the 
service or on the results obtained 
from a product are exceptionally 
numerous, a general houseclean- 
ing is made. 
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Basing Points by Products 


COMPILED BY 
THE IRON AGE 


NOTE: A mill basing point is now defined as a production center from which shipments are made at an f.o.b. price plus a switching 
charge within the switching limits. An arbitrary basing point is one which is distant from a mill but at which an announced price is effec- 
tive, such as Pacific ports and Gulf ports. Detroit falls into a different classification, being a bona fide mill basing point only for cold 
finished steel bars and shafting, while on certain other products that city takes arbitrary delivered prices. Such cities as Granite City and 
Worcester are considered to be basing points, although they take a differential over prices quoted at principal producing centers such 
as Pittsburgh, Chicago and Birmingham. 


PITTSBURGH 


Billets 

Blooms 

Slabs 

Sheet bars 

Skelp 

Wire rods 

Finished wire products 

Pipe 

Boiler tubes 

Bolts, nuts, rivets 

Alloy and stainless steels 

Bars (merchant and reinforc- 
ing, billet steel and rail steel) 

Refined iron bars 

Cold finished bars and shafting 

Plates 

Floor plates 

Structural shapes 

Sheet piling 

Rails (heavy and light) 

Spikes 

Tie plates 

Sheets (hot and cold rolled, 
galvanized, electrical sheets, 
and vitreous enameling stock) 

Strip steel (hot and cold rolled, 
cold rolled commodity hoops 
and bands) 

Long ternes 

Tin plate 

Black plate 

Manufacturing ternes 

Roofing ternes 

Cold rolled spring steel 


CHICAGO 


Billets 

Blooms 

Slabs 

Sheet bars 

Skelp 

Wire rods 

Finished wire products 

Alloy billets, blooms, slabs and 
hot rolled and cold finished 
bars 

Carbon bars (merchant and re- 
inforcing billet steel and rail 
steel) 

Common iron bars 

Cold finished bars and shafting 
(carbon and alloy) 

Plates 

Floor plates 

Structural shapes 

Sheet piling 

Rails (heavy and light) 

Spikes 

Tie plates 

Strip steel (hot and cold rolled, 
hoops, and bands) 

Bolts, nuts and rivets 


GARY 


Billets 

Blooms 

Slabs 

Pipe 

Carbon bars (merchant and re- 
inforcing, billet and rail 
steel) 

Cold finished bars and shafting 
(carbon and alloy) 

Plates 

Structural shapes 
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Rails (heavy) 

Sheets (hot and cold rolled, 
galvanized and vitreous en- 
ameling stock) 

Strip (hot rolled only, hoops 
and bands) 

Long ternes 

Tin plate 

Black plate 

Manufacturing ternes 

Roofing ternes 


BIRMINGHAM 


Billets 

Blooms 

Slabs 

Wire rods 

Finished wire products (except 
spring steel) 

Bars (merchant and reinforcing, 
billet steel and rail steel) 

Plates 

Structural shapes (standard) 

Rails (heavy and light) 

Spikes 

Tie plates 

Sheets (hot rolled and galvan- 
ized) 

Strip (hot rolled) 

Bolts, nuts and rivets 


CLEVELAND 


Billets 

Blooms 

Slabs 

Sheet bars 

Wire rods 

Finished wire products 

Bars (merchant and reinforcing, 
billet steel and rail steel) 

Cold finished bars and shafting 
(carbon and alloy) 

Plates 

Sheets (hot rolled and cold 
rolled, vitreous enameling 
stock) 

Strip (hot and cold rolled and 
commodity cold rolled) 

Cold rolled spring steel 

Bolts, nuts and rivets 

Alloy cold finished bars 


YOUNGSTOWN 

Billets 

Blooms 

Slabs 

Sheet bars 

Skelp 

Plates 

Reinforcing bars (billet and rail 
steel) 

Sheets (hot and cold rolled, 
galvanized, vitreous enamel- 
ing stock) 

Strip (hot and cold rolled, com- 
modity cold rolled) 

Railroad spikes 


MIDDLETOWN, OHIO 

Sheets (hot and cold rolled, 
galvanized, vitreous enamel- 
ing stock) 

Hot rolled strip 

SPARROWS POINT 

Billets (rerolling only) 

Blooms (rerolling only) 


Slabs (rerolling only) 

Sheet bars 

Skelp 

Reinforcing bars (billet steel) 

Plates 

Sheets (hot rolled and gal- 
vanized) 


BETHLEHEM 

Structural shapes 

Alloy bars (hot rolled) 

Alloy billets, blooms and slabs 


BUFFALO 

Billets 

Blooms 

Slabs 

Sheet bars 

Bars (merchant and reinforcing, 
billet and rail steel) 

Cold finished bars and shafting 

Structural shapes 

Steel sheet piling 

Sheets (hot and cold rolled and 
galvanized) 

Alloy steel (hot rolled and cold 
finished) 


CANTON, OHIO 

Sheet bars 

Alloy bars (hot rolled) 

Alloy billets, blooms and slabs 


COATESVILLE, PA. 
Skelp 
Plates 


CLAYMONT, DEL. 
Plates 


DETROIT 

Mill basing on: 

Cold finished steel bars and 
shafting 

Arbitrary delivered prices for: 

Sheets (hot and cold rolled, 
vitreous enameling stock) 

Strip (hot and cold rolled) 

Billets 

Blooms 

Slabs 

Reinforcing bars (billet and rail 
steel) 

Alloy bars (hot rolled and cold 
finished) 


GRANITE CITY 

Sheets (hot and cold rolled, gal- 
vanized, vitreous enameling 
stock) 

Tin plate 

Black plate 

Manufacturing ternes 


DULUTH 

Billets 

Blooms 

Slabs 

Carbon bars and small shapes 
Wire rods 

Merchant wire products 


WORCESTER, MASS. 
Arbitrary basing point for: 
Wire rods 

Manufacturers wire 

Cold rolled spring steel 
Commodity cold rolled strip 
Cold rolled strip steel 


TERRE HAUTE 
Iron bars 


MASSILLON, OHIO 
Alloy bars (hot rolled) 
Alloy billets, blooms and slabs 


LORAIN, OHIO 
Steel pipe 


PORTSMOUTH, OHIO 
Railroad spikes 
Tie plates 


WEIRTON, W. VA. 
Railroad spikes 
Tie plates 


ST. LOUIS, MO. 
Railroad spikes 
Tie plates 


KANSAS CITY, MO. 
Railroad spikes 
Tie plates 


MINNEQUA, COLO. 
Railroad spikes 


Tie plates 
STEELTON, PA. 
Tie Plates 
LEBANON, PA. 


Railroad spikes 


RICHMOND, VA. 
Railroad Spikes 


PACIFIC PORTS 

Arbitrary bases on: 

Wire rods 

Bars (merchant and reinforcing, 
billet and rail steel) 

Plates 

Floor Plates 

Structural shapes 

Sheet piling 

Light rails and tie plates 

Railroad spikes 

Sheets (hot and cold rolled, gal- 
vanized, and electrical sheets, 
vitreous enameling stock) 

Long ternes 

Black plate 

Strip (hot rolled) 

Merchant wire products 


TEXAS PORTS 

Arbitrary bases on: 

Bars (merchant and reinforcing, 
billet and rail steel) 

Plates 

Floor plates 

Structural shapes 

Sheet piling 

Finished wire products (except 
spring steel) 


NEW ORLEANS 
Merchant wire products 


LAKE CHARLES 
Merchant wire products 


MOBILE 
Merchant wire products 


HARDWARE AGE 





Nee E Sa RSS ee 


Se RRL Se 


RH RD ER PLE 


eka om 


PRS 


<I | 5 


we 


eRe Ss 


os a ae asa 


(‘3]1D19p 40{ a8nd D 
{a ai1s0ddo aag *83u10g Suispg ajv21pu! sjop 420j)q a%107) 
ipul 407 














OLSAATVS 
@ 


NOLSNOH 
NOWNV3a 
aDNVUO 

















oom o 





que 


( v0 








VN®4NNIW 








10. ura 














ono oD 
iNowAY "a pool 
“i geese m1 V evo" 
Qawss8 een neers © ewustou 
£ 1” owes “ 
< ia 
oe <f wo? owaane 
we ON ae 
“* 
pve » »* 

* : 
) on 
Ya 3 

; e5y uoly] | 
euUL JOA 
| - 
S8}INOD ‘Oepiny s}uiog bu 3 
10g Huspg 
—_ 
<.) 
~ 
- - 
een SAS ew RRM BIS Se 9S CRS RP 
, . _ RRS NTS annie. 
os 5 | 
> . : | SRM LE Re 
? 3% 2 B 
we at 4 5 < 
x < 








--- Fy 


By ADON H. BROWNELL 





Chapter 32—Intermediate Course 


Summary 






































Commonly Used Terms in Residence Construction 


Stone Mason’s Work 
A 


1—Footings 
2—Cellar Floor 
3—-Foundation Wall 
4—Ground Course 
5—-Underpinning 
6—Water Table 
7—Piers 
8——Buttress 

9 —Steps 
10-—-Platform 
11—-Outside Sill 


Brick Work and 
Plastering 


1—-First Story Wall 
2—Chimney 
3—Chimney Pots 
4—Chimney Cap 
5-—Hearth 
6—Cleanout Door 
8 Fireplace 
9—Chimney Flashings 
10— Metal Lath and Plas- 
ter Ceiling 
11—Metal Lath and 
Plaster Partition 
12—Metal Lath 


Carpenter Work 
Cc 


1—Iron Columns 
2—Column Cap 
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3—Column Base 

4—-Coal Bin 

5—Girder 

6-- First Floor Beams 

7—Double Row Herring 
Bone Cross Bridg- 
ing 

8—Flooring Paper 

9—Under (or Rough) 
Floor 

10—Top (or Finish) 
Floor 

11—Second Floor Beams 

12—Ceiling Beams (or 
Attic Floor 
Beams) 

13-—Purlin 

14—Collar Beams 

15—Ridge Rafter 

16—Plate 

17—-Ledger Board 

18-—Corner Post 

19—-Studding 

20—-Bridging 

21—Rough Head 

22—Rough Sill 

23—Truss over opening 

24-—Rafter 

25—Hip Rafter 

26—Jack Rafters 

27—Shingle Lath 

28—Diagonal Sheathing 

29—-Sheathing Paper 

30—Shingle 

31--Ridge Board 


32—Finial 
33—Rake Cornice 
34—Gable End 
35—Valley 
36-—Eaves Cornice 
37—Second Story Wall 
38-—-French Window 
39—Porch Cornice 
40—Porch Column 
41—-Pilaster 
42—Dormer Window 
43—-Leader Head and 
Leader (or 
Downspout) 
44--Gutter 
45-—Balustrade 
46—Stair Soffit 
47—-Sliding Doors 
48— Wainscoting 
49—-Casement Window 
50—Platform 
51—-Deck Roof (Bal- 
cony) 
52—-Veranda Balustrade 
53— Lattice 
54—-Dutch Door 


D1—Boiler 
E1—Grade 
F1—Drain 





E now come to the clos- 

ing chapter of our Inter- 

mediate Course in which 
it has only been possible, in 
many cases, to point the way for 
further siudy on your part. As I 
review the chapters that have been 
published from the opening in- 
stallment on base metals to this 
one which summarizes the sub- 
ject, I deeply appreciate the need 
of further study on your part. 

As a studeni of residential hard- 
ware you have been given an out- 
line which, I trust, is sufficiently 
broad to permit your handling 
almost any type of residence. It 
should have done more than that, 
however. The base metals, the 
finishes, the butts and locks de- 
scribed in this course as well as 
the lock trim, schools of design, 
cupboard and window hardware 
are often used on other types of 
buildings which we shall consider 
in our Advanced Course. 

The suggestions of our Elemen- 
tary Course regarding stock con- 
trol, scheduling hardware, solicit- 
ing architects and getting the 
other business that goes with the 
finish hardware is just as impor- 
tant for the better residence as 
it was for the modest one, but it 
scarcely seems necessary to repeat 
it here. 

' Now that you have learned the 
base metals used in builders’ hard- 
ware (Chapter 13); hardware 
finishes (Chapter 14); butts and 
hinges (Chapters 15 and 16); 
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locks (Chapters 17 and 18); lock 
trim (Chapter 19); lock sets 
(Chapter 20); schools of design 
(Chapters 21 and 22); tubular 
and cylindrical locks (Chapters 
23 and 24); cupboard and cabi- 
net hardware (Chapters 25 and 
26), and window hardware, both 
rough and finish (Chapters 27 and 
28); miscellaneous other rough 
and finish hardware items com- 
monly used in residences (Chap- 
ters 29 and 30); barn hardware 
(Chapter 31), it is the hope of 
HarpwarRE AGE and the author 
that you will have become so in- 
terested that you will continue 
your study on through the final 
course. From the study of the 
Intermediate Course you should 
be in a position to select the addi- 
tional stock you require. 
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EDITOR’S NOTE: The 
Comparative Chart of 
Double-Hung Window 
Hardware which may be 
found on pages 35 and 36 
of this issue should have 
accompanied Chapter 27. 
Owing to the amount of 
detail work involved, it 
was impossible to prepare 
it and run it at that time. 





Adding to the model stock sug- 
gested at the very start of the 
Elementary Course, this selection 
is merely a matter of adding items 


DIMENSIONS OF SASH BALANCES 





to that same system as your ex- 
perience shows these items are 
needed. The same sysiem of stock 
records, stock control, method of 
keeping stock on shelves can be 
followed as outlined in our ear- 
lier study. The size of stock does 
not change the method nor does 
the size of the residence change 
the method of treating the selling, 
listing or servicing of the build- 
ing. 

On these finer homes where 
many finishes may be used it has 
often been found advantageous to 
list the service part separately 
from the main part of the house, 
but the same principles are in- 
volved. 

Our Advanced Course (I liken 


it to a college course) will bring 





Side Balance 


Top Balance 








For Sash Face 
Weighing 
Group (Ibs.) Length 
KA 4to 16 344 in. 
» 2 4to 32 47% in. 
» © 23 to 56 5% in. 
73 g in. 


R D 


50 to 100 
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For Sash 
Weighing 
Group (Ibs. ) Length 
RA 4to 16 41% in. 
R B 4to 32 5% in. 
R C 23 to 56 634 in. 
R D 50 to 100 834 in. 
Dimensions 
Mortise 
Width Length Width 
1 in. 2% in. 2% in 
14% in 3% in. 3% in 
1% in 4il¢ in. 46 in 
57% in. 5% in 





Dimensions 





Mortise 
Width Length Width 
1 in. 21% in. 21% in. 
14 ins 3% in. 3% in. 
1% in. 4116 in. 4% in. 
134 in. i 57% in. 


5% in. 
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DIMENSIONS OF SASH BALANCES 


Side Type—Adjustable 


Unit A-A 
A ..6 in. 
B oh mm. 
es; 
E 


Unit L-A 

seers 1% in. 
.1%% in. 
415) in. 


4%¢ in. 


3% in. 
334 In. 


Overhead T ype 
Unit L-A 

° 6% in. 

13% in. 

ee {l5, in. 

. 43% in. 


1% In. 


Unit A-A 
. 453% in. 

ae 5 
.. 35% in. 
3% in. 
13% in. 


Courtesy Pullman Mfg. Corp.) 


you a further and most intricate 
siudy outline on the subject of 
builders’ hardware. 

The National Association of 
Contract Builders’ Hardware En- 
gineers, to which I referred in 
the introduction of the Elementary 
Course, have rightly as their ob- 
jective “Better trained builders’ 
hardware men” who can really be 


No. 25 No. 30 No. 35 


Unit M-A 
° 8% in. 
.. 1% in. 
. 55% in. 
5lly in. 


-Adjustable 





Unit M-A 
A . 7% in. 
B 134 In. 
CG 
E ... oK%B In 
k .11% in 





entitled to the title “Builders” 
Hardware Engineers.” 

The other day Ted Davison, 
Yale & Towne’s salesman, who 
calls on us in Buffalo, brought 
into my office a suggestion which 
is a very good one. He said, 
“Why shouldn’t builders’ hard- 
ware engineers be registered just 
the same as architects and engi- 


” 
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No. 40 No. 45 No. 50 


SasH CHAIN 


Hot Galvanized and Copper Plated 


Tensile 
Strength 
Bronze 


New Metal 
No. Old No. Gages Steel 


Weight 
per 500 ft. 


For Single 
Sash Weighing 
Not Over 





25 60 042 
30 0 028 
35 SO 035 
40 100 042 
45 130 050 
50 250 060 900 Ibs. 
60 062 925 Ibs. 


AA 
65 XXXX 072 1200 Ibs. 


425 lbs. 
375 lbs. 
500 Ibs. 
600 Ibs. 
750 Ibs. 


Nos, 60 and 65 are not illustrated. 


34 


900 Ibs. 


1275 Ibs. 


50 Ibs. 
60 lbs. 
100 Ibs. 
150 Ibs. 
175 Ibs. 
200 Ibs. 


24 Ibs. 
30 lbs. 
35 Ibs. 
46 lbs. 
57 Ibs. 
74 lbs. 
96 Ibs. 


(Courtesy American Chain Co.) 





neers?” It is a splendid sugges- 
tion. Every real builders’ hard- 
ware man should be for it. Any 
building of sufficient importance 
to use a_ registered architect 
should require a registered build- 
ers’ hardware engineer. Any reg- 
istered builders’ hardware engi- 
neer working with the registered 
architect would be adequately 
paid, which has not been true in 
the past. He would be respon- 
sible for the work he specified as 
is the heating and plumbing engi- 
neer. Here is an objective that 
the National Association can well 
incorporate as an important ob- 
jective for the good of the indus- 
try. 

So, as you proceed into the Ad- 
vanced Course and master it, you 
can well feel you are obtaining 
the knowledge you require to 
make you a worthy builders’ hard- 
ware engineer. 

The Advanced Course will not 
attempt to rehash the subjects pre- 
viously covered, but will rather 
complete the outline you have al- 
ready learned. 

We will take up in proper or- 
der the sort of study you need to 
complete your objective. Hard- 
ware for metal doors of various 
kinds, which require different 
sort of treatments from the wood 
door hardware, we have studied 
in the past. Other types of butts, 
hinges, locks, cupboard hardware, 
window hardware, fire exit bolts, 
door closers, concealed and 
surface, floor hinges and _ lava- 
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Sash Fasteners 
Wrought Steel 
Wrought Steel 
Wrought Bronze 
Wrought Bronze 
Cast Iron 
Cast Bronze 
Cast Iron 
Cast Bronze 
Cast Iron 
Cast Bronze 


Sash Lifts—Bar Type 
Cast Iron 4i 
Cast Bronze 
Cast Iron 
Cast Bronze 


Sash Lifts—Hook Type 
Wrought Steel 15% in 
Wrought Brass i 
Cast Iron 
Cast Bronze 


Sash Lifts—Flush Type 
Wrought Steel 
Wrought Bronze 3 in 
Cast Bronze 


Window Bead Screws 
Wrought Steel Round Head Flat Washer. 
Wrought Bronze Round Head Flat Washer 
Wrought Steel Flat Head Flat Washer 
Wrought Bronze Flat Head Flat Washer... . 
Wrought Steel Adjustable Flush Cup 
Wrought Bronze Adjustable Flush Cup.... 


Sash Pull Hooks 
Cast Bronze 


Sash Pull Plates 
Wrought Steel ae 
Wrought Bronze 1 in... 
Cast Iron 2 in. 
Cast Bronze 2 in... 


Sash Pole Sockets 
Cast Iron 
Cast Bronze 





VNAARE Comparative Chart of Double-Hung \ 


This chart, containing comparative data on double- 
hung windows should have accompanied Chapter 27 
of the Intermediate Course of “Taking the Mystery 
Out of Builders’ Hardware.” Owing to the vast amount 
of detail work required, it was impossible to prepare 
it in time for that issue dated May 19, 1938. 
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Double-Hung W 


National Brass Co. 
National Mfg. Co. 
Norwalk Lock Co. 
Payson Mfg. Co. 
Penn Hdwe. Co. 


T9108 
8108 
T9107 





ing Window Hardware 


Note—While SS been taken, we Copyrighted 1938 by Hardware Age 
assume no responsibility for correctness of these 239 West 39th St., New York City 


comparisons furnished by the manufacturer. 
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Approximate Sizes: 


Weight lbs. < 34 4 4% 5 5% 

Diam. ins. . 1% 1% 1% 1% 

Length ins. 9 10% 11% 12% 
13 14 

1% 1% 1% 

20 21% 23 


Weight lbs. 11 
Diam. ins.. 1% 
Length ins. 18 


E. 


Extreme le ft: 
Special iron 
and lead sash 
weights. 


SHOUUM HSS SUvAds 


Right: Regular 
round cast iron 
sash weight. 


-, 
la 


Right: Sectional 
and compound 
sash weights. 
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tory hardware will be outlined to 


you. Then we will take up the 
special types of hardware used on 
various types of buildings such 
as churches, schools, hotels, hos- 
pitals, office buildings, institu- 
tional buildings and the like. 

It has also keen suggested that 
we might as a close of the study 
present some of the unusual and 
exceptional hardware problems 
and how they have been met by 
various builders’ hardware engi- 
neers throughout the country. In 
order to do this I will have to 
have the help of my brother build- 
ers’ hardware men from all over 
the country. How interesting and 
instructive this may be will de- 
pend in large part upon them. 
Some have already offered to help. 

So let’s tackle this advanced 
course realizing that we have 
come to that portion of our work 
that is not elementary or inter- 
mediate, but is really an advanced 
study of our subject. 

In our next chapter then you 
will become advanced students, 
your grade school and high school 
course completed. You are ready 
enter the college course 
equipped to carry on. 

It might be well to read over 
the previous chapters in review. 


to 
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Recuitar Rounp Cast Iron SasH WEIGHTS 


6 


weights 


SasH WEIGHT WASHERS 


8 8% 9 
1% 1% ~=«O1% 
18 19 20% 


95 10 
1% 1% 
21% 22%, 
: 2 sizes 


154 in. diam. 
L% in. diam. 


Cast iron 
V4, |b. 
l lb. 


23 24 2: 
ie 


) 
» 
- “- - 
» 


23 24)s 29'4 303 
With hole in center for cord or 
chain to pass through allowing 


washer to rest on top of weight. 


SpeciaL Cast Iron WeiGHTS:—Can be furnished in any weight and 
size. When ordering siate weight and size. As “20 lb. 2 by 2 in.”. 
“30 lb. 2 by 214 in.” —“100 lb. 4 by 4 in.”, ete. 


Leap Weicuts:—Can be furnished in sizes as above. 
weights cost four to five times the price of iron weights. 


Note that lead 


SectionaL Cast Iron WeEIGHTS:—Sections weigh 5, 6, 7, 8, 9 and 10 
Ibs. each. Stock size is 2 by 2 in. Can be furnished in any size not 
less than 134 by 2 in. 

Compounp WEIGHTS:—For use where sash are same size and mul- 
lion box too small for two ordinary weights. Each compound weight 
must be the same weight as one sash. Pulley cast in end. When 
ordering state weight of sash, size of weights, weight in lbs. and 
whether for chain or cord. 





SAMSON SPOT SASH CORD 
SIZES AND WEIGHTS 
The number indicates the diameter in 32nda of an inch 


ge 


SIZE NO. 6. DIAM. %. IN. 
About 18 Ibs. per doz.; about 66 ft. per Ib. Suitable for 
weights of less than 10 lbs. Minirnum diam. 
of pulley allowable, 14 in 
<= 


-_ ~ “= 
oS — Pe 


4 SIZE NO. 7. DIAM. 742 IN. 
About 22 Ibs. per doz.: about 55 ft. per Ib. Suitable for 
Sizes weights from 10 to 15 lbs. Minimum diam. 7 
of pulley allowable, 1% in. 


and 
er 7 — ho 
a _. — ——e 

o 


of sash 


cord. j SIZE NO. 8 DIAM. % IN. 
About 27 Ibs. per doz.; about 44 ft. per Ib. Suitable 
weights from 15 to 25 lbs. Minimum diam. 


of pulley allowable, 2 in. 


for 


<< Se 
- Ga —_ 
ee 


— 


SIZE NO. 9. DIAM. % I 
About 33 Ibs. per doz.; about 36 ft. per Suitable 
for weights from 25 to 35 lbs. Minimum diam. 
of pulley allowable, 24% in. 


N. 
Ib. 


——— 


SIZE NO. 10. DIAM. %g@ IN. 
About 44 lbs. per doz.; about 27 ft. per lb. Suitable 
for weights from 35 to 45 lbs. Minimum diam. 


of pulley allowable, 21,2 in. 


SIZE NO. 12. DIAM. ¥% IN. 
About 60 Ibs. per doz.; about 20 ft. per lb. Suitable 
for weights from 45 to 60 lbs. Minimum diam. 
of pulley allowable, 3 in. 





They will all help you in this 
final course of study. 

At the close of the Elementary 
Course you were given a glossary 
of builders’ hardware terms. Con- 
tinuing this idea at the end of 
this, the Intermediate Course, | 
have prepared various tables of 
weights and measures and other 
concise information which may 
be of value to you from time to 
time. Do not overlook this mate- 
rial! It will, I am sure, come in 
mighty handy. 

The Naiional Association of 
Contract Builders’ Hardware Dis- 
tributors adopted as their slogan 
for 1938 the following extremely 
important and worth while ob- 
jective: 

“Establish 1938 as a year of 
adequate allowances for finishing 
hardware.” Two per cent of the 
cost of the building should, as a 
rule, be considered adequate. 


Common Wire NAILs AND SPIKES 
In 100 lb. kegs 








Approx. 

Length Number 

Size Inches Gage iin I Ib. 
2d. 1 15 876 
3d. 1% 14 568 
4d. 1% 1214 316 
5d. 134 12% 271 
6d. 2 11% 181 
7d. 24 11% 161 
8d. 2% 104% 106 
9d. 234 10% 96 
10d. 3 9 69 
16d. 3% 8 49 
20d. 4 6 31 
30d. 4% 5 24 
40d. 5 4 18 
50d. 5% 3 14 
60d. 6 2 11 
Spikes 7 546 in 7 
Spikes 8 34 in 4 

Spikes 9 34 in 3% 
Spikes 10 34 in 3 





STEEL Wire GAGE 





I 












































iii 


Decimals Feet to 
Gage _ of an Inch Pound 
1 .2830 4.681 
2 .2625 5.441 
3 . 2437 6.313 
4 .2253 7.386 
5 .2070 8.750 
6 .1920 10.17 
7 .1770 11.97 
8 .1620 14.29 
9g . 1483 17.05 
10 .1350 20.57 
11 .1205 25.82 
12 .1055 33 .69 
13 0915 44.78 
14 .0800 58.88 
15 .0720 72.32 
16 .0625 95.98 
17 .0540 128 .6 
18 .0475 166.2 
19 .0410 223 .0 
20 .0348 30S .6 


se e00eee e068 e Oe eeee®O 








Wire FintsuHinc NalILs 





Approx. 

Length Number 

Size Inches Gage in 1 lb. 
2d. 1 16% 1351 
3d. 1% 15% 807 
4d. 1 V4 15 584 
5d. 1% 15 500 
6d. 2 43 309 
7d. 24% 13 238 
8d. 2% 12% 189 
Od. 234 1214 172 
10d. 3 11% 121 
16d. 3% 11 90 
20d. 4 10 62 














TABLE For EsTIMATING (per square foot) THE WEIGHTS OF 














Thickness of Doors 





24% in. 





Weight (lbs.) 





Kind of Wood 1% in. 2in. 
White Pere? 3 3% 
Vouow Pime............ 334 414 
Sree 334 3% 
Serre 3 34% 

Pind ad Saka idh cacsd neh 35% 4% 








3% 
4% 


t 


314 
434 


24%in. 2%in. 3in. 
Per Square Foot 
3% 4 414 
4% 54 5% 
434 454 5 
ar any 
434 0 lg 51 2 


The above weights are based on panel doors with glass in the upper part and 


measuring 4 by 8 feet. 


38 





Narrower doors will run slightly heavier per square foot. 

















MATERIALS PER SQuarRE Cusic Foor 
Approximate Weights in Pounds 


EER eee CeCe 162 
INN Roca ong ae yeti pane 504 
MIRE IN Sine gio ins icing ois Oh 524 
RT 542 
CE MOI, ons i see cod hee 548 
ee ee Ere eer 450 
a" a eer eee 485 
eR ee 490 
Po RA Or ee eee rare 711 
6 oars bloat anid als an oe 5 whan WS 437 
Anthracite, loose... ........5.. 54 
Coal, bituminous, solid.......... 84 
C ‘oal, bituminous, Drokeh........ 49 


Coke, SEE ee ee eer ree 26.3 


Brick, common, hard........... 125 
Brick, A ene eer 120 
Cement, natural. ............ ba a 
Cement, Portland, loose......... 
Concrete, average........... 125- 7 rr 
ee I Ae ee ens 103 
Clay, lump, loose............... 63 
Earth, loam, dry loose........ 76 
Sand, loose, dry.............. 75-105 
Gravel POE Fats eek alaitowos 105-120 
AE were e thre cae 162 
PEIN: 5.5 di 3s stint ae 87 
Ee ater ee Sr 170 
Tee ee 151 
Limestone, solid... ............5. 168 
A APRA 
Guow, feedhy fallem . . oo... ce sic 5.2 
TO See ete One ore 58 .7 
ee OO TE Oe 41 
ON eer eee 25 
Peer Eee 50 
eS eT rere 25 
Pine, yellow, dry, South......... 45 


Green timber, 4 to 4% more than dry 
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APPROXIMATE WEIGHTS OF Fiat RoLiLep Iron PEP LINEAL Foor 
Thickness, Inches 











Width 

In. MY 5% 8 YN % %4 %4 % 1 14 
% .422 .528 .634 .738 TEE Seite l US: ceercuie, = iKmenels | peKaBatO eS, “sims 

% .528 .660 792 .923 1.056 BMY accatinie, | avetaigg:  arprdcanerey) -Tetbrmde: 
34 .633 .792 .950 1.108 1.265 1.584 SEN ntsacace ws Caipeieigs? lsipisie's 
XK .738 .923 1.108 1.294 1.477 1.846 2.217 OO? © ec srathde — -#jaeieoaie 
1 .845 1.056 1.267 1.478 1.690 2.112 2.534 2.956 2 re 
1\% .950 1.187 1.425 1.663 1.901 2.375 2.850 3.326 3.802 4.752 
14 1.056 1.320 1.584 1.848 2.112 2.640 3.168 3.696 4.224 5.280 
13% 1.161 1.452 1.742 2.032 2.325 2.904 3.484 4.065 4.646 5.808 
1% 1.266 1.584 1.900 2.217 2.535 3.168 3.802 4.435 5.069 6.337 
15% 1.372 1.716 2.059 2.402 2.746 3.432 4.119 4.805 5.492 6.864 
134 1.479 1.848 2.218 2.589 2.957 3.696 4.435 5.178 5.914 7.393 
1% 1.584 1.980 2.376 2.772 3.168 3.960 4.752 5.544 6.336 7.921 
2 1.689 2.112 2.534 2.957 3.379 4.224 5.069 5.914 6.758 8.448 
2k 1.795 2.244 2.693 3.141 3.591 4.488 5.385 6.283 7.181 8.977 
24% 1.900 2.376 2.851 3.326 3.802 4.752 5.703 6.653 7.604 9.505 
23% 2.006 2.508 3.009 3.511 4.013 5.016 6.019 7.022 8.025 10.032 
244 2.112 2.640 3.168 3.696 4.224 5.280 6.336 7.392 8.448 10.560 
234 2.323 2.904 3.485 4.066 4.647 5.808 6.970 8.132 9.294 11.617 
3 2.535 3.168 3.802 4.435 5.069 6.337 7.604 8.871 10.138 12.673 
3 2.746 3.432 4.119 4.805 5.492 6.865 8.237 9.610 10.983 13.730 
3% 2.957 3.696 4.436 5.175 5.914 7.393 8.871 10.350 11.828 14.785 
334 3.168 3.960 4.752 5.544 6.336 7.921 9.505 11.089 12.673 15.841 
3.380 4.224 5.069 5.914 6.759 8.448 10.138 11.828 13.518 16.897 
44 3.802 4.752 5.703 6.653 7.604 9.504 11.406 13.306 15.208 19.010 
5 4.224 5.280 6.336 7.392 8.449 10.560 12.673 14.784 16.897 21.122 
5% 4.647 3.808 6.970 8.132 9.294 11.616 13 .940 16.264 18.587 23 .234 
6 5.070 6.337 7.604 8.871 10.138 12.674 15.208 17.742 20.276 25 .346 
7 5.914 7.392 8.872 10.350 11.828 14.786 17.742 20.700 23 .656 29 .570 
8 6.760 8.448 10.138 11.828 13.518 16.896 20.276 23 .656 27 .036 33.794 














APPROXIMATE WEIGHTS OF Bar lron 
Round and Square Rolled Iron, Per Lineal Foot 


Round Square Round Square Round Square Round Square Round Square 
Size Weight Weight Size Weight Weight Size Weight Weight Size Weight Weight Size Weight Weight 
In. (Ibs. ) (Ibs. ) In. (Ibs. ) (Ibs.) In. (Ibs.) (Ibs.) In. (Ibs.) (Ibs. ) In. (Ibs.) (Ibs. ) 





l¢ .010 .013 Bg 1.752 2.231 1% 7.010 8.926 3% 25.926 33.010 45¢ 56.788 72.305 
ly .041 053 % 2.032 2.588 13% 8.128 10.352 314 28.040 35.704 434 59.900 76.264 
36 .095 119 bg 2.3383 2.971 1% 9.333 11.883 33, 30.240 38.503 4% 63.094 80.333 
ly .165 aan. 1 2.654 3.380 2 10.616 13.520 3% 32.512 41.408 5 66.752 84.480 
5% .261 .3380 14% 2.997 3.816 2% 11.988 15.264 354 34.886 44.418 5’ 69.731 88.784 

8 .373 475 1% 3.360 4.278 2% 13.440 17.112 334 37.332 47.5384 514 73.172 93.168 
y; .508 O40 196 B.0At 2x cu.. 23 14.975 19.066 3% 39.864 50.756 53, 76.700 97.657 
ly .663 845 1% 4.172 5.280 2% 16.688 21.120 4 42.464 54.084 51% 80.304 102.240 
% .840° 1.069 15g 4.573 ...... 25g 18.293 23.292 4% 45.174 57.517 55% 84.001 106.953 
Y% 1.043 1.320 13% 5.019 6.390 234 20.076 25.560 4% 47.952 61.055 534 87.776 111.756 
6 Ub Se 2: eS ee ee 2% 21.944 27.939 43% 50.815 64.700 5% 91.634 116.671 
34 1.493 1.901 1% 5.972 7.604 3 23.888 30.416 4% 53.760 68.448 6 95.552 121.664 


pm cast iron deduct 1¢ part, for steel add 1/48, for copper add 1/7, for cast brass add 1/12, for lead add \, for zine 
educt 1/12. 











AVOIRDUPOIS WEIGHT Liguip MEASURE * Lonc MEASURE 
16 drams ..... 1 ounce Te e — RR ) _— 
ere 1 pound EE 6 cs semen 1 quart eu. nt csheata ar 
| 1 quarter ED 3... o deSeses 1 gallon 40 rods Ps a 7 furlong 
4 quarters..... 1 hundredweight Si% gale. .......5. 1 barrel 8 furlongs .......1 stat. mile 
2000 ths. ..... 1 ton 2 bbls. ............ 1 hogshead | ee 1 league 
2,240 Ibs. ..... 11 t 
ee ate CircuLarR MEASURE __ MISCELLANEOUS 
; Bae eens 1 palm 
Square MEASURE 60 seconds ....... 1 minute ieee fb... 2 1 hand 
144 sq. in. ........ 1 sq. ft. 60 minutes ........ 1 degree 6 in. .....1 span 
te ere 1 sq. yd. 30 degrees ........ I sign 18 in. .....1 cubit 
301% sq. yds. ......1 sq. rod 90 degrees ........ 1 quadrant a a hs “7 = 
360 d i te l ee ' ‘ cubic in. cubic too 
40 sq. rods ....... 1 rood — cache 27 cubic ft..1 cubic yard 
fo. ne 1 acre Dry MEASURE 128 cubic ft..1 cord 
640 acres .......... 1 sq. mile 2 pints ........... 1 quart 2150 cubic in...1 bushel 
36 sq. miles ...... 1 township 268.8 cubic in..1 gal. dry meas’e 
fl eer 1 peck 231 cubic j ‘Ser 
; ; 31 cubic in..1 gal. liquid 
An acre is approximately 209 ME, ons 40 pubes 1 bushel 1 cubic ft. water weighs 62 1/3 
by 209 feet. 36 bushels ......... 1 chaldron lbs. and contains 71% gallons. 
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Atkinson addressing one of the store meetings 


Store Meetings—a Source 
of Information and Profits 


UR desire to find a means of 
familiarizing everyone in the 
store with new items and policies 
led us some five or six years ago 
to inaugurate our store meetings. 
In most stores the salesman, the 
actual point of customer contact, 
is not regularly informed regard- 
ing new items. We all realize that 
too often the manufacturers’ or 
jobbers’ salesman tells his story to 
the proprietor or manager who 
absorbs it all along with catalogs 
and other descriptive literature 
which is then filed away for refer- 
ence. When new goods arrive they 
are placed in stock and, as a gen- 
eral rule, only a customer actually 
asking for the item will acquaint 
the salesman with the fact that 
they have arrived. 
We have found that monthly 
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By RUSSELL and SYDNEY ATKINSON 


R. J. Atkinson, Inc. 


Brooklyn, N. Y. 


meetings are very satisfactory and 
that having meetings oftener will 
detract from their importance. Im- 
mediately after our store closes at 
6 o'clock, chairs are set up and we 
begin our meeting which everyone 
attends. Every effort is made to 
close at 6:45. This time is most 


satisfactory for all concerned as it 
does not make it necessary to give 
an entire evening to it and this 
fact is appreciated by the em- 
ployees. 

During the month we note all 
new goods as they arrive, goods in 
stock which are not moving, ques- 


They give your employees an op- 
portunity of learning about new 


items and improve salesmanship 
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A salesman demonstrates a new item at one 
of the Atkinson regular monthly meetings. 


tions which arise on the sales 
floor, changes in methods, etc. On 
the morning of the meeting day 
this list is broken down into vari- 
ous groups such as tools, paints, 
builders’ hardware, machinery, 
counter goods, electrical appli- 
ances, housewares, etc. These 
lists are then given to the person 
in charge of the various sections 


Jobbers’ 


N the pastefew weeks, our office, 

the advertising department in a 
large hardware manufacturing com- 
pany, has had requests from hard- 
ware jobbers to aid them in build- 
ing catalog pages. 

These requests are not unusual ex- 
cept for the fact that, when sub- 
mitting a page to these jobbers for 
their approval, we learn that they 
wish to include items produced by 
other manufacturers on the same 
page with our items. 

Naturally. we are not anxious to 
pay the cost of printing pages for 
a jobber when part of the page has 
no connection with our hardware 
line; yet we do not want to refuse 
to give our jobbers cooperation. 

A very satisfactory solution to the 
problem has been reached—satis- 
factory not only to us, manufactur- 
ers, but satisfactory to the jobbers. 
as well. 

In our department we maintain 
what we call a “standard setup.” 
This is simply a duplicate set of in- 
dividual hardware items, all set up 
at the printer’s. The printer has 
one set and we have the other. Each 
item is keyed. 
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who present their new goods at 
the meeting, explaining why they 
were bought, their purpose or use, 
competitive angles which must be 
watched and any other pertinent 
facts regarding the items. This 
procedure serves a double pur- 
pose, in that it makes it necessary 
for those who present these items 
to familiarize themselves with 


oe 


items, we refer to our “standard 
setup” file, take down the dozen 
key numbers referring to these 
items, and ask the printer to pull 
proofs of these items. 

We then send these proofs to our 
customer who pastes them up on a 
page, adding to the page, items of 
other manufacturers, headings, 
prices, etc., if he cares to. 

Our customer now has a _ page 
layout as he wants it. 

For about four dollars a_thou- 
sand or two dollars for the first 
one hundred, he can have this lay- 
Planograph. 
litho- 


out reproduced — by 
which is a_ photographic. 
graphic process. 

The beauty of this popular method 
of reproduction is that, if the job- 
ber cares to, he may include hand- 
written notations on his page (must 
be written in black ink on the origi- 
nal copy) or any illustrations he 
wishes to reproduce. 

I do not own stock in any litho- 
graph company and hold no prefer- 


them as they are usually ques- 
tioned about them and it also gives 
ey eryone in the store a chance to 
learn about new items. 

Other than the afore-mentioned 
procedure we have no definite pro- 
gram, as we find a very interesting 
meeting develops from the differ- 
ent individuals’ presentation, al- 
though occasionally we do have 
discussions by manufacturers’ 
salesmen, which are very instruc- 
tive. The regular meetings are 
confined strictly to matters per- 
taining to the business in order 
to conserve time. Once or twice 
a year, however, we do all get to- 
gether socially and have a fine 
time. 

In these days of unsettled busi- 
ness, we would recommend these 
meetings as so many problems are 
constantly arising that the em- 
ployer must have the whole-heart- 
ed assistance of all his employees 
if he is to survive. 

Remember your salesmen are 
you talking to your customer and 
they cannot represent you prop- 
erly unless you give them every 
possible assistance. 


Pages As You Want Them! 


By KENRICH TUTMOND 

When a worthy customer writes 
in, asking for a quantity of pages 
covering, let us say, a dozen of our 


ence for lithography over letter 
press, but in this particular in- 
stance which is common to many 
manufacturers and dealers of hard- 
ware, this method of reproduction 
can supply both manufacturer and 
dealer with a solution to an ever 
present’ problem. 

Many jobbers and dealers need 
only a dozen, twenty-five or possibly 
one hundred pages. to cover their 
entire sales force. The unit cost of 
printing so small a quantity of spe- 
cial pages is prohibitive but, when 
a page can be reproduced at the 
low cost of two dollars or less for 
the first one hundred, a page includ- 
ing just what the jobber wants on 
it, there is little reason why any 
jobber or dealer with two dollars in 
his till, cannot have pages when he 
wants them. 

Special sales bulletins, flyers, etc., 
may be reproduced by this same 
method at the same low cost. 

Low cost promotional material is 
rare, but this is a solution to the 
problem of the progressive dealer 
and jobber who wants individualistic 
promotional material at a price he 
can afford. 























Get Ready for School Days 
and Cool Days! 





CHOOL time will roll around 
S in less than a month from 
today and the wise hardware 
dealer should be making his plans 
for cashing in on the event. There 
are many items in the hardware 
store that are adaptable to the 
needs of the _ school-returning 
youngsters and ihey range all the 
way from bicycles and desks to 
lunch baskets and pencil sharp- 
eners. 
The display on this page is 
especially designed to turn the 


thoughts of the child and _ its 
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parents to the hardware store be- 
fore the school bell rings again. 
Various school essentials are 
shown on the pedestals which are 
flanked by the desk and bicycle. 
Other articles are upon the floor 
between the pedestals. 

The background may be drawn 
to scale according to the method 


shown in the accompanying dia- 
gram. Have the body of the cloud 
in dark green with the edges in 
a lighter shade of green. The bell 
tower of the school house takes 
the place of a rising sun and is 
shown rising above the clouds. 
The scaled diagram for this is 
shown at the top of this page 
with the shaded portions cut out. 
Better have this bell tower in 
either brown or dark red. 

Shortly after the opening of 
school the evenings begin to grow 
cooler. Although it may still be 
a bit early for the furnace to be 
started, a good log fire will serve 
to take the chill out of the air. 
And that is another angle to start 
working on during the late days 
of summer. 

The display on this page serves 
to turn the attention of the pros- 
pect to the fact that he will need 
tools for the purpose. Incidental- 
ly, it will remind the professional 
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lumberman that he also will be 
needing wood-cutting and sawing 
equipment in the near future. 
This display tells its own story. 
It might be a good idea in mak- 
ing the sign in the background 
to split equal lengths of small 
logs to form the word “wood” 
and nail them to the sign. It 
will give a good rustic effect that 
will serve the purpose admirably. 
Orange or yellow background and 
fixtures would furnish a good 


setting for the tools and for the 
sign. The HarpwareE AGE inter- 
changeable display fixtures are 
used with each of these timely 
window displays. 
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Outlook Improving From 
various hardware centers, reports of 
activity continue reasonably encour- 
aging—better than expected sixty 
days ago. and comparisons show 
less falling off from 1937 figures as 
the year progresses. The future is 
still viewed with considerable ques- 
tion, although the many weeks, dur- 
ing which this rather surprising 
summer betterment has been main- 
tained, lead to great hopes that the 
indexes of demand and activity will 
continue slowly to rise. Midsum- 
mer, of course, means that demand 
in the retail stores centers in strict- 
ly hot-weather merchandise, and 
there is still great caution about or- 
dering ahead for the oncoming fall 
season. In general, the stronger 
stores, particularly those whose con- 
tact with preferred wholesalers has 
led them to the confidence that their 
interests will be protected, now are 
placing fall specifications but on a 
basis figured somewhat reduced 
from last year’s orders. 


* * * 
Inventories Low—There is a 


considerable class of merchants, and 
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no small number of jobbers, who still 
continue an extreme policy of hand- 
to-mouth buying, and who refuse to 
order beyond immediate wants. No 
real fear exists that general lines of 
hardware will be difficult to obtain, 
promptly as wanted, during the rest 
of 1938. There are, spots, however, 
in which curtailed operations by 
manufacturers, with lessened work- 
ing forces, have reduced production 
to or below the conservative level of 
their incoming orders. In some such 
quarters, shipments are slower than 
at any time during the past year or 
two, and attempts to buy too close 
to requirements, by the customers 
of such manufacturers, are result- 
ing in broken stocks. Naturally in- 
ventories throughout the country in 
the hands of both wholesalers and 
retailers are low, all important 
liquidation of last year’s overstocks 
having been accomplished by this 
time. A few leading wholesalers 
have let it be known that they are 
ready to carry somewhat more 
liberal inventories, especially on fall 
lines whose price levels are as low 
as they can be expected to reach 
this year. 


The Industrial Picture—The 
general outlook for business is tem- 
pered by two major considerations 
—first, fear as to the influence of 
mounting government expenditures 
and rising ‘taxes, and, second, the 
extremely acute unemployment and 
relief situation. There is welcome 
late news of some increases in fac- 
ory employment, with workers re- 
hired and days of operation in- 
creased, but this trend has been too 
moderate, thus far, to make much 
of an impression. The best that can 
be said is that this midsummer 
probably sees unemployment at its 
worst, and that any possible trend 
during the fall must be toward im- 
provement. American manufactur- 
ers have been helped by the very 
fair foreign demand for our prod- 
ucts, the current recession having 
hit the United States more sharply 
than most other countries—even 
those burdened by political and war 
upheavals. American sales abroad 
during the first six months of 1938 
were 631 million dollars in excess 
of imports,—exports totalling 1592 
millions, and imports 961 millions. 
The best export gain was on agri- 
cultural products, though there was 
betterment also in manufactured 
goods, particularly machinery, and 
in petroleum. There was a 25 mil- 
lion dollar drop in exports of iron 
and steel mill products, and a 20% 
million dollar drop in automobiles 
and accessories, exported during the 
six months. 

*% * * 

Steel Production—The June 
declines in finished steel products, 
together with the general business 
improvement, have influenced a bet- 
ter average rate of steel production 
and demand than during the spring 
months. Output last week was esti- 
mated at 39.8 per cent of capacity 
by the Steel Institute, as compared 
with a low at the year’s opening, of 
19.2 per cent, and as against a rate 
of 85.5 per cent a year ago, when 
output had started its long decrease. 
Steel and pig iron showed the sharp- 
est production decline from 1937, 
during the first six months of 1938, 
of any major commodity, both being 
60 per cent or more under last year. 
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In line with the now rising produc- 
tion of steel, prices of scrap con- 
tinue strongly upward, with sales of 
No. 1 heavy melting scrap reported 
late last month, at Pittsburgh, as 
high as $15.50 per ton, the highest 
mark since October, 1937. 
*% * * 

Steel Prices — Considerable 
publicity was given late in July to 
an announcement of a price reduc- 
tion on tin plate, but it seems that 
the only reduction was at Gary, by 
the elimination of the extra above 
Pittsburgh quotations heretofore ap- 
plying to Gary district prices. The 
Pittsburgh base, therefore, remains 
unchanged, and Gary prices were 
brought down $2.00 per ton to equal 
Pittsburgh. There was a decline on 
July 27 of $3.00 per ton on light 
steel rails. Tin mill black sheets. 
also, were reduced $3.00 per ton at 
Pittsburgh and $5.00 per ton at 
Gary, levelling the eastern and west- 
ern markets. On standard steel pipe. 
a belated reduction of $2.00 per ton 
was made, affecting Gary enly, with 
no further change at Pittsburgh 
since the Juty Ist announcement. 
The effect of this Gary price move 
on pipe has been to establish a very 
nominal advance in the Gary quota- 
tions above those ruling at Pitts- 
burgh. 

* * * 

Mail Boxes—The first week 
of August was set aside by the Post 
Office Department as “CLEAN-UP 
MAIL BOX WEEK.” The mail 
carriers will request all patrons to 
replace old flat top boxes and any 
that are not in good condition, and 
will ask them to clean and paint 
their boxes, replacing unsightly sup- 
ports. There was general expecta- 
tion of largely increased sales of 
new boxes, in all sections, as a re- 
sult. 

* *& % 

Stove Accessories—W holesal- 
ers report that advance orders taken 
for Stove Pipe and Elbows, and 
more recently for Galvanized Fur- 
nace Pipe and Elbows, have heen 
considerably more liberal than the 
rate of buying on other fall mer- 
chandise. For one thing, the price 
reduction some time ago apparently 
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foresaw and even underbid, the 
actual reductions on sheet steel. 
which came early in July. Quota- 
tions on 28 gauge 6-inch Stove Pipe 
at today’s $10.50 price, average 
1214% lower than the market price 
which was prevailing through last 
winter. This is recognized as es- 
tablishing a very low basis, hardly 
profitable to the manufacturers, and 
has naturally given an impetus to 
ordering. Wholesalers report firmer 
prices on stove pipe dampers, with 
possibly an average five per cent re- 
covery above the lowest prices pre- 
vailing earlier. 
* & *& 
Lamp Chimneys—Flashlights 
-As the fall season approaches, 
manufacturers of lamp chimneys are 
holding firmly to their prices, and 
are talking higher figures. Labor 
costs are cited as a possible reason 
why prices may rise later on. In the 
important line of Eveready flash- 
lights and batteries, the National 
Carbon Company are now enforcing 
a strict resale price policy upon 
their distributors, feeling that the 
slight disturbing influence of com- 
petitive lines is lessening, and hence- 
forth can be disregarded. 
* * % 

“Summer” Watches and Cut- 
lery—<Another sales pick-up noted 
this summer, as in former similar 
seasons, is on low-priced pocket or 
lapel watches, wrist watches, alarm 
clocks, and sturdy cheap _pocket- 
knives. Young folks and adults who 
are vacation bound, or on trips to 
the beaches and picnic grounds, do 
not take along their “regular” 
watches or pocket-knives, but supply 
themselves with low-priced substi- 
tutes, which will not be greatly 
missed if lost or damaged. 

* & 

Sports Supplies—This depart- 
ment looms in increasing summer 
importance in all well-managed 
hardware stores, who find this a real 
harvest season for sales of sports 
equipment. Roller skate business, 
usually dull in mid-summer, has 
been helped considerably this year, 
by the new lower prices resulting 
from the withdrawal on July 1 of 
the 10 per cent excise tax. The sea- 





son for baseball goods sales, and 
for tennis goods and dog supplies. 
usually is considered by the whole- 
salers as ending soon after July 
1, but a very fair demand has 
continued later, this year. In both 
tennis and golf goods a renewed 
tendency has been noted, toward the 
buying of better qualities. Croquet 
is seeing a fairly good season, since 
the modern compact sets, with pack- 
age arranged for convenient storage, 
add much to the popularity of this 
old game. 
* * * 

Hunting Notes—The length- 
ening of the duck hunting season by 
fifteen days, with a doubling of the 
possession limit, is good news for 
sportsmen looking forward to the 
fall shooting season, and encour- 
ages also the sellers of firearms and 
hunting equipment, to look for a 
very good year. A five per cent de- 
cline in price is in effect, from some 
makers of oiled sports and industrial 
clothing. Hunting and fishing slick- 
ers are, of course, included. 

* * *% 

Paint Lines—Alcohol—After 
a reafirmation of third-quarter prices 
on alcohol, expected to be without 
change from the former figures, a 
reduction was put out on July 18, 
two cents per gallon by U. S. Indus- 
trial Alcohol Sales Co. Not only 
denaturtd, but pure and solvent al- 
cohol participated in this decrease. 
Paint makers, while reporting a very 
quiet season, are finding their com- 
parisons with a year ago not so 
sharply off. The Tatest sales sum- 
mary announced for the industry 
was for May, when sales of all re- 
porting makers totaled some 7 per 
cent above April, and less than 20 
per cent decrease from May, 1937. 

* * * 

News of Building—Building 
contracts, in the area east of the 
Rocky Mountains, showed better in 
June than for any other month of 
this year. The total increased 4 per 
cent over May, but awards were 23 
per cent under those for June, 1937. 
Residential contracts were 3 per cent 
ahead of May and only 8 per cent 
behind last June, which was next to 
the best month in 1937. This com- 
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parison, therefore, is exceptionally 
gratifying. The latest report from 
the lumber industry showed book- 
ings for the July 16 week were the 
highest since April, 1937. Both the 
building and electrical trades are 
interested in the recent announce- 
ment from Washington that plans 
are now complete, to lend within the 
ensuing year 140 million dollars for 
rural electrification projects. The 
drive will be hastened, to insure a 
maximum of construction during the 
good-weather months just ahead. 
* *& * 


Automobile Output—Automo- 
bile manufacturers, after following 
a very conservative program during 
recent months, are moderately ex- 
panding operations, encouraged by 
an improvement in their retail mar- 
kets since late June. Summer fac- 
tory shutdowns are being shortened, 
and the industry feels that its long 
downturn in both production and 


demand is about ended. The actual 
increase in sales has been less prom- 
inent than the reported increase in 
inquiries, which are expected to re- 
flect themselves in deliveries during 
the weeks ahead. 

* * * 

Car-Loadings—Lowered grain 
shipments and a sharp drop in load- 
ings of miscellaneous freight caused 
a decline of 3.6 per cent in railroad 
freight traffic during the week ended 
July 23 compared with the preceding 
week, and a drop of 24.3 per cent 
from the corresponding 1937 load- 
ings. Total loadings for the week 
were 580,820 cars. 

* * * 

Crop News—The Government 
announcement of July 1 crop condi- 
tions confirmed the sure expectation 
of the second largest American 
wheat crop in history, 1915 being 
the only one to beat it. The acreage 
cuts for next season, with their ac- 





companying promise of wheat loans, 
are being studied by farmers, a lot 
of whom apparently are not in sym- 
pathy with the gospel of decreased 
production. This year’s corn crop 
has made good late progress, and 
the yield was estimated by the Gov- 
ernment as of July 1, to probably 
reach some 2482 million bushels. 
* * * 


Merchandise Sales Reports— 
Sales reports from major compa- 
nies including all or part of July, 
still show a sharp decrease in 
merchandise distribution from last 
summer’s figures. The rate of loss, 
however, is less sharp than in earlier 
months. Sears, Roebuck sales for 
the four weeks ended July 16 were 
about 141% per cent under last year’s 
period, with the year to date show- 
ing a decrease of 11.9 per cent. 
Butler Brothers reports that their 
six months’ volume was about 15 per 
cent below last year’s comparison. 








INDEPENDENT HARDWARE DEALERS’ 


of Percentage Change 


Number 

States by Region Firms From 
Report- June, 
ing 1937 
East North Central 4A6 —21.6 
Illinois 136 —17.4 
Indiana 55 -27.6 
Ohio 130 25.2 
Wisconsin 125 -18.2 
West North Central 307 - 8.2 
lowa 88 - 9.3 
Kansas 83 + 3.5 
Missouri 82 19.3 
Nebraska 54 - 4.7 
South Atlantic 36 11.1 
Georgia 26 14.9 
South Carolina 10 5.2 
East South Central 26 -14.3 
Alabama 26 14.3 
West South Central 128 16.1 
Arkansas 20 11.2 
Oklahoma 34 19.1] 
Texas 74 13.5 
Mountain 96 15.2 
Arizona 12 16.2 
Colorado 27 25.2 
Idaho 25 17.9 
Montana 19 0.4 
Pacific 310 13.6 
California 237 - 99 
Oregon 30 32.4 
Washington 43 —13.8 
TOTAL 1349 16.4 

Total adjusted for the 

number of working days 

Per cent 100.0 

Chicago 22 8.7 
Los Angeles 44 - 64 
St. Louis 20 —18.1 
14.5 


San Francisco 10 
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Sales Reported 





Number of Firms Showing Change in Sales 





From Thousands of Dollars From June, 1937 From May, 1938 
May, June, June, May, In- De- Lessthan In- De-  Lessthan 
1938 1938 1937 1938 crease crease 1% change crease crease 1% change 
— 5.2 2458.0 3136.0 25915 146 291 9 96 335 15 
— 74 649.7 786.6 701.4 48 83 5 25 104 7 
— 7.9 319.6 441.5 347.0 21 34 0 6 49 0 
— 2.9 766.8 1025.4 789.9 10 ~=120 0 42 84 4 
- 4.2 721.9 882.5 753.2 67 54 4 23 98 4 
+13.7 1023.4 1115.2 900.1 169 125 13 101 195 11 
+ 3.8 327.3 360.9 315.3 50 35 3 28 57 3 
-+38.4 302.5 292.2 218.5 60 22 1 32 51 0 
+ 59 258.0 319.8 243.7 32 45 5 22 55 5 
+10.6 135.6 142.3 122.6 27 23 4 19 32 3 
- 6.3 142.4 160.2 151.9 Zz 28 1 10 25 1 
-10.5 82.7 97.2 92.4 5 20 ] 8 17 1 
+ 0.3 59.7 63.0 59.5 2 8 0 2 8 0 
- 7.8 106.7 124.5 115.1 3 21 2 6 20 0 
- te 106.7 124.5 tio.) 3 21 2 6 20 0 
- 1.7 853.5 1017.0 868.4 53 73 2 50 77 1 
—15.7 71.0 80.0 84.2 3 17 0 6 13 1 
+ 5.5 409.3 505.8 387.9 24 10 0 13 21 0 
- 5.8 373.2 431.2 396.3 26 46 2 31 43 0 
+ 7.5 560.8 661.6 521.5 26 69 ] 49 43 4 
+10.8 76.1 90.8 68.7 3 9 0 6 4 2 
+ 43 104.6 139.8 100.3 5 22 0 14 12 ] 
+ 1.0 144.0 175.3 142.6 8 16 l 10 15 0 
+23.2 134.0 134.5 108.8 9 10 0 14 5 0 
+ 0.4 1651.2. 19105 1645.0 79 86218 13 i S| 16 
+ 2.0 1288.7 1430.2 1263.3 67 160 10 112 112 13 
- 25 186.8 276.5 191.6 4 24 12 18 0 
7.6 175.7 203.8 190.1 8 34 1 13 27 3 
0.0 6796.0 8125.0 67935 483 825 41 449 852 A8 
35.8 61.2 3.0 33.3 63.1 3.6 
— 3.4 70.3 77.0 72.8 9 13 0 5 16 ] 
+ 3.6 266.7 285.0 257.4 1] 31 2 14 24 6 
—10.7 36.6 44.7 41.0 2 17 l 3 16 1 
+ 4.0 77.3 90.4 74.3 4 6 0 6 3 1 
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METAL RAZORS 
WERE USED AS 
FAR BACK AS 
3500 8.C.— BY 
THE ASSYRIANS 
AND EGYPTIANS! 
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“LOST HER RUDDER 
TH RECENTLY, THE CAPTAIN 
USED BASKETS TO STEER 
HER 100 MILES INTO 
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BY AN ACT OF 
PARLIAMENT IN 166], 
LONDON CITIZENS WERE 
OBLIGED TO HANG OUT 
CANDLES ON DARK 

NIGHTS TO 
ILLUMINATE THE 

STREETS! 
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FOUR GLASS DISTRIBUTORS CITED 


BY 


Four glass distributing com 
panies and two groups of union 
glaziers have been charged in a 
Federal Trade Commission com 
plaint with combining in the St. 
Louis, Mo., area to maintain al- 
leged monopolistic prices, pol- 
icies and sales methods. 

The distributing companies, 
including the Pittsburgh Plate 
Glass Co., the Nurre Companies, 
Inc., of Bloomington, Ind., Bur- 
roughs Glass Co., and the Had- 
ley-Dean Glass Co., allegedly or- 
ganized a committee whose job 


was to fix and maintain prices, 


FTC IN ST. 


specified wage 
contractors could not be recog- 
nized as such and would be re- 
fused the services of the union 
glaziers. 

The complaint 
that another respondent, E. V. 
Hanser, the 
companies allegedly as a clear- 
ing house to review all bids, to 
fix the price bid, and to desig- 
the low 


also charged 


was employed by 
ploy y 


nate a distributor as 





| bidder or to bring about iden- 
| ae . . . . . 
| tical bids. The Commission said 


the effect of the reputed com- 
bine was to prevent outside con- 





issue a confidential schedule to 
be used in bidding and required | 
the schedule to be adhered to, | 
according to the FTC. The Com- | 
mission’s complaint said that the 
two labor unions and the four 
distributing companies agreed to 
an arrangement 
glaziers were to be paid at a 


whereby four 


ROLLS RAZOR NAMES 
SERVICING AGENTS 


Cutlery firms located in vari- 
ous sections of the United States 
have been equipped and author- 
ized by Rolls Razor, Inc., New 
York Rolls 
Razors. Those concerns have in- 
stalled specially constructed au- 
tomatic stropping 


City, to service 


honing and 


selling glass in 


distributors from 
the St. 


to increase the price of 


tractors and 
Louis 
area; 
glass from 35 to 50 per cent on 
glazing contracts for construc- 
tion purposes; to suppress and 
eliminate all price competition 
among distributors, and to force 
competitors out of business. 








WILSON HEADS GOODRICH 


RESALE DIVISION 
L. F. Wilson, with The B. F. 


Goodrich Co., Akron, Ohio, and | 


sales 
been 


associated companies in 
capacities since 1927, has 
named manager of the 
created resale merchandising 
division of the Goodrich pur- | 
chasing department. In that ca- | 
pacity he will buy all merchan.- | 


machines and are now in a pos-|dise intended for resale by the | 


ition to service, hone, strop, and 
reset Rolls Razor blades. 


The firms so appointed are: 
D. Corrado, Inc., 157 N. Clark 
St., Chicago; M. Kesmodel, Jr.. 
112 Park Ave., Baltimore, Md.: 
Pedy Cutlery Shop, 730% S. 
Hill St., Los Angeles, Calif.: 
Stoddard’s 374 Washington St., 
Boston, Mass.; Exclusive Cut- 
lery Shop, 237 Post St., San 
Francisco, Calif.; Kraut & Doh- 
nal, Inc., 325 S. Clark St., Chi- 
cago; Pickering Hdwe. Co., 5th 
& Main Sts., Cincinnati, Ohio: 
Williams Bros., 514 Market St.. 
San Francisco Calif, and Seattle 


Exclusive Cutlery & Grinding 
Works, 411 Pike St., Seattle, 
Wash. 
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REVERE COPPER OPENS 
HOUSTON, TEX., OFFICE 


Revere Copper and Brass Inc.. 
230 Park Ave., New York City. 
has opened an office at 915 Sec- 
ond National Bank Bldg., Hou- 
ston, Tex. Hans O. Howard, 
formerly of the company’s Dal- 
las, Tex., office will be in charge 
at Houston. 


CHARLOTTE, N. C., HDWE. 
OPENS BRANCH 


The Variety Hdwe. Co., 1322 
W. Trade St., Charlotte, N. C., 
business-residence district and 
would appreciate receiving cata- 


and tools of $1.00 or less. 


HOMEFURNISHINGS MARKET 
JAN. 9-21, 1939 


The 1939 International Home 
furnishings Market will be held 
at the Merchandise Mart, Chi- 
cago, from Jan. 9 to 21, 1939, a 
full week later than in the past 
to permit buyers an opportunity 
to spend the holidays at home 
The change, it is pointed out. 
| will allow retailers time to re- 
ceive complete results on Dec. 
31 inventories so that buyers will 
come to the market with better 
knowledge of their needs. 





,BRUNER-IVORY HANDLE 

APPOINTS MFRS. AGENT 

. S. Corriveau, 644 Wagar 
Road, Rocky River, Ohio, has | 
been appointed representative for | 
the Bruner-Ivory Handle Co., | 


ginia, and Kentucky, except 
Louisville. The line includes 
hickory handles, ash handles, 


| logging tool handles, and cross | 
| cut saw handles. A. J. Millard of | 
| Wyoming, 


Ohio, is associated 
with Mr. Corriveau and will cover 
part of the territory. 

In addition to the Bruner- 
Ivory Handle Co., Mr. Corriveau 


represents the following  con- 
cerns: Alvord Polk Tool Co., 
Millersburg, Pa., Barcalo Mfg. 


Co., Buffalo, N. Y., The Henry 
G. Thompson & Son Co., New 
Haven, Conn., Erie Tool Works, 
Erie, Pa., and The McKay Co.. 
Pittsburgh, Pa. 








is opening a store in a suburban | 


logs on lawn rakes, sprinklers, 


since 


WILLIAMSON V.-PRES. OF 
WESTINGHOUSE SUPPLY 


Walter Williamson, manager of 
apparatus and supply sales has 
been elected vice-president of the 
Westinghouse Electric Supply Co. 
He will be responsible for the 
development of the company’s 


| 





WALTER WILLIAMSON 


apparatus and supply business 
both as to operations through the 
company’s 72 branch houses in 
| the field and relationships with 
suppliers. 

Since 1910 Mr. 


Williamson 


| has been actively engaged in the 
| electric 


supply business. He 
was president of the Alpha Elec- 
tric Co. of New York City when 
that organization was acquired 
by the Westinghouse Electric & 
Mfg. Co., in 1926. He continued 
as general manager of the east- 
ern district of the Westinghouse 
Electric & Supply Co. until June 
1930, when he was transferred 


| Hope, Ark., in Ohio, West Vir-|to headquarters as manager of 


supply sales, which position he 
held until his recent election to 
the vice-presidency. 


LE.S. ELECTS NEW YORK 
SECTION CHAIRMAN 


Oscar P. Cleaver 
elected chairman of the New 
York section, Illuminating En- 
gineering Society, for the year 
beginning, Oct. 1, 1938. Mr. 
Cleaver is a commercial engineer 
of the lamp division in Bloom- 
field, N. J., of the Westinghouse 
Electric & Mfg. Co. He has been 
associated with Westinghouse 
1930. 


has_ been 
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F GEM FAIR TRADE SALE Hdwe. Co., Peoria, Ill.; Andy FOSKETT BROWN HEADS 
Y EXTENDED ONE MONTH Cameron, Wright & Wilhelmy, 
r of The American Safety Razor — oe Ls eo GRAY & DUDLEY Co. 
? ; | Western Cartridge Co., East Al- 
rs Corny Biokly. N.Y- bas (mil; LR Swe, Sule | OTHER EXECUTIVE CHANGES MADE 
Co. vacation sale Fair Trade price on | om 5 : - oe hg Foskett Brown, vice-president | hav inder his direct super- 
: Steciadion thudes wait Gent. | Tough, Crerar-Adams Co., Chi- — » _VICe-pre aving under direct supe 
the Gem Singledg Pp | cago, Ill, and R. J. Donahue. of the Gray & Dudley Co., Nash- | vision the engineering, produc- 
ny s |, 1938. During the period of | Wabash Screen Door Co.. Chi. Ville, Tenn., was elected president | tion and specialty sales. In that 
this sale, Gem Singledge blades | cago. , of the company at a recent meet- | capacity he has been responsible 
: va oor —, a ya a ing of its board of directors. He| for the design and production of 
of five Diades an cents tor his company’s lines of ranges 
4 package of 10 blades. To enable |STOEGER ARMS CO. PLANS couse tidetias han aaindle 
dealers to make a substantial | 512-PAGE CATALOG concerned with the sale of oil 
profit at the 25 cent price, vith | The Stoeger Arms Co., 507 circulators, gas and _ electric 
packages of blades are free with | Fifth Ave.. New York City, will ranges and other specialty lines. 
every card of 10 packages and | | publish a 512-page manual of | He has also conducted the adver- 
four packages are free with every | arms in commemoration of New | | tising and merchandising pro- 
card of 20. A card of 10 is a| | York’s 1939 World Fair. Listed grams for the company’s pro- 
minimum deal. These deals are in the catalog will be every con- | ducts and is responsible for the 
available only through whole- | ceivable gun, gun part, tool and | | invention and development of a 
salers. ; . } ’ | inemidaain both foreign and do- | |}number of important improve- 
Gem's vacation sale is being | nestic make. A new feature of ments in stove construction. It 
advertised in newspapers through- \the catalog will be a 70-page | was under his direction that Gray 
out the country. Window stream: | section on gunsmith tools and | | & Dudley’s program of expand- 
ers and counter displays are | accessories. A large section is | ing its facilities was recently 
available without cost on request. | geyoted to itemized illustration, successfully completed, placing 
a | listing and pricing of gun parts | | the concern’s volume among the 
| and other sections will contain | | leaders in the industry. 
140 HARDWARE MEN PLAY information on ballistics, Amer- | Mr. Brown received his en- 
1ess AT STARLINE GOLF PARTY ican and imported ammunition, 
the Approximately 140 hardware | *°OP®> sights, mounts, binocu- FOSKETT BROWN 
in manufacturers and hardware lars, reloading, restocking, bar- 
vith wholesalers attended the golf _ oe aoe aan eye succeeds the late Houston Dudley 
party at the Big Foot Country police — shooting arti- as meee" of the iat concern: | 
son Club on Lake Geneva, Wis., spon- cles and bibliography of gun Otk ficers el a oA F B. 
the cued by Starline Inc Harvard bechs. While oe catalog on D ye one ae cng all 
He Ill. The wholesalers “wane the yet ready for distribution, reser- Mr a We gpa 7 e “at 
a, pret is sen vations may be placed by send- * ~ Dee GR ts \. Leecer 
hen i The program included a buf- ing a dollar to the company. 
red fet luncheon, 18 holes of golf, * 
> & followed by a dinner. Boating | CLEVELAND CLEANER LISTS 
ued facilities were available to those UNDER FAIR TRADE ACT 
ast- who did not play golf. Among | 
use the golf winners were: | The Cleveland Cleaner & Paste 
ane Mel E. Long, H. Channon Co., Co., 7275 Neville Ave., Cleveland, | 
red Chicago; Carl J. Benker, Hil- | Ohio, is distributing its products 
of lerich & Bradsby Co., Louisville, under Fair Trade Acts in the | 
he Ky.; C. A. Anderson, Harper & following 12 states: Illinois, In- | 
to McIntire Co., Cedar Rapids, ‘diana, Iowa, Kansas, Kentucky, | | 
lowa; W. M. Floto, American) Michigan, Minnesota, Ohio, JAMES C. LAUDERDALE 
Steel & Wire Co., Chicago; B. H. Pennsylvania, Tennessee, West 
: Elliott, Union Drawn Steel Co., Virginia, and Wisconsin. | gineering education at Vander 
; Chicago; L. M. Bordner, Arcade a bilt University with a post-grad- 
Mfg. Co., Fre Ks i uate course ¢ » Massachusetts 
mn Ses teen i eae WESTCHESTER DEALERS | ache hee oye 
a St. Joseph, Mo.; Cy Peck, The | HOLD ANNUAL DINNER | izing in heating and ventilation. 
‘n- McKay Co., Pittsburgh, Pa. | More than 250 members and J. B. Duke, elected vice-presi- 
sar O. C. Foerster, Frankfurth Hdwe. | guests of the Westchester County dent, has served the company 
Ar. Co., Milwaukee, Wis.; J. T. | Retail Hardware Association were JOHN B. DUKE for the past 10 years as a sales 
ser Mains, American Pad & Textile | present at the group’s annual | |and advertising executive. J. C. 
m- Co., Greenfield, Ohio; Stanley A.| shore dinner, Wednesday, July! dale, secretary and treasurer,| Lauderdale, reelected secretary- 
se Current, Hibbard, Spencer, Bart-| 20, at the Lawrence Inn, Ma-| succeeding himself. treasurer has held that position 
en lett & Co., Chicago; F. A. War-| maroneck, N. Y. During the} Mr. Brown has served in the since 1927 and has been associ- 
se ren, Hibbard, Spencer, Bartlett | dinner, there was dancing and a| vice-presidency of Gray & Dud- ated with the company for 28 
& Co.; Art Culver, Isaac Walker | cabaret floor show. | ley Co. for the past twelve years,| years in its credit department. 
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1938 





49 








NEW WASHING MACHINE 
FIRM ORGANIZED 


Thomas W. Behan has recently 
announced his re-entrance into 
the field of manufacturing and 
merchandising of washing ma- 
chines and has 
Binghamton Washing 
Corp., located in Binghamton 
N. Y. The firm’s product will 
be trademarked ‘*Twentieth 
Century” and the complete line 
will consist of five wringer 
models, ranging from $39.95 to 
$99.95. 

The sales director of the com- 
pany is Fred G. Carson, who was 
formerly vice-president in charge 
of sales of the Colonial Radio 
Corp., Buffalo, N. Y. 

Mr. Behan has been prominent 
in the washing machine industry 
1919 as factory manager, 
general manager, and president 
of the Nineteen Hundred Washer 
Co. 

The Dale Radio Co., 122 State 


since 


organized the | 


Machine | 





St., New Haven, Conn., has been 


| DRAKE MFG. CHANGES NAME 


MOVES TO WEST COAST 


for the corporation in Connec- | 
ticut. The New 
a branch of the New York firm 
of the same name and is man- 
| aged by Irwin Miller. Benjamin 


Haven office is 


| 
back manufacturers’ agent 


Stevens of New York City has 
appointed eastern repre- 
sentative of the corporation. 


been 


WALL PAPER CLEANER 
FIRM ADDS TO PLANT 
The Cleveland 
Paste Co., Cleveland, Ohio, is 
building a new two-story brick 
building at the side and rear of 
its present plant at 7275 Neville 
Ave. The firm this year is cele- 


brating its 50th anniversary and 


has added a new product to its 
line known as “Walvet Non- 
Crumbling Wall Paper Cleaner,” 
packed in large 2'%-pound cans. 


Frank U. S. Gilbert, is president | 


of the concern. 


Cleaner & | 


The 
| Drake Co., Hazleton, Pa., manu 


business of the 


facturer of fly swatters, rat and 


mouse traps, has been 


tinued and acquired by the A. 
540 Se- 


W. Drake 
curity Bldg., Pasadena, Calif. 


Companies, 


SMALL BUSINESS MEN 

WILL MEET SEPT. 13-16 
The National Small Business 
Men’s Assn., 163 N. Union St., 
Akron, Ohio, will hold its first 
convention Sept. 13-16, 1938, at 
the Syria Mosque Temple, Pitts- 
burgh, Pa., with representatives 
| from Dis- 
trict in the country expected to 


every Congressional 


be present. They will meet to 
present their views, to consider 


| the relationship between govern- 


A. W. | 
- | 


discon- 


ment and business, and to formu- 
late a constructive program of 
action aimed to improve business 
and reduce unemployment. The 
meeting will feature addresses 
both pro and con about leading 
national problems. 








| BETHLEHEM MOVES DOWNIE 
TO HOME OFFICE 


Normar R. Downie has been 
transferred to the home office of 
the Bethlehem Steel Co. at Beth- 
lehem, Pa., where he will assist 
C. M. Ballard, manager of wire 


rope sales. Mr. Downie was for- 





merly engaged in the sale of wire 
| rope in Bethlehem’s New York 
‘sales district. Previously he was 
connected with the former Wil- 
|liamsport Wire Rope Co. as 
eastern manager from 1925 until 


the company was acquired by 


Bethlehem last year. 





SEEN AT MONTECITO, CALIF. DURING POT & KETTLE CLUB CONVENTION 

































































Among the good fellows at the eleventh annual convention of the Associated Pot & Kettle Clubs of America at the Santa 
Barbara Hotel, Montecito, Calif., June 24-25 were: (1) W. S. McCune, Wagner Mfg. Co., Sidney, Ohio; (2) George H. Slater, 
Vollrath Co., Sheboygan, Wis., on left and on right, Hugo Augustein; (3) on left, Jack Badham, Hoffman Hdwe. Co., Los 
Angeles, Calif., and on right, Ben Richards; (4) Fred Woods, mfrs’. agent, San Francisco; (5) Andy Bird, mfrs’. agent; 
(6) Ted Moroney, housewares buyer, Union Hdwe. & Metal Co., Los Angeles; (7) Mr. and Mrs. Ed Hallock, sales manager, 
California Hdwe. Co., Los Angeles; (8) G. C. Gillan, mfrs’. agent, San Francisco; (9) Mr. and Mrs. Jack Craig, housewares 
buyer, Barker Bros., Los Angeles; (10) Mike Sweyd; (11) on left Bill Hitt, mfrs’. agent, Los Angeles, on right, Art Cole; 
(12) Mr. and Mrs. Baker, Omer Cox Hdwe. Co., Los Angeles. 
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H. E. HARTMAN LEAVES 
INDIANA STEEL & WIRE 


H. E. Hartman, vice-president 
and sales manager of the In- 
diana Steel & Wire Co., Muncie, 
Ind., has resigned his positions 
with that company because of 
ill-health. Mr. Hartman has no 


definite plans for the future other 
than to vacation and regain his | 


health. 
PAWTUCKET MFG. STOCKS 
HERCULOY BOLTS, NUTS 


The Pawtucket Mfg. Co., Paw- 
tucket, R. I, in addition to its 
regular line of steel and brass 
bolts and nuts, now carries in 
stock a full line of standard 
sizes of Herculoy bolts and nuts 
and has also issued a price list 
covering those items. Herculoy 
is a silicon-copper alloy made 
by Revere Copper and Brass, 
Inc., 230 Park Ave., New York. 
Herculoy belts and nuts are espe- 
cially applicable for pole line 
hardware, electrical and railroad 
equipment, marine applications, 
meters, valves, etc. 


JERSEY SALESMEN ENDORSE 
“SALESMEN’S CRUSADE” 


At the July 21 meeting of the 
Hardware and Allied Travelers’ 
Association, 786 Broad St., New- 
ark, N. J., held at the South End 
Club in Newark, the association 
unanimously adopted a_ resolu- 
tion endorsing the “National 
Salesmen’s Crusade,” a_ sales 
drive which has for its motto, 
“Sales Mean Jobs.” This cam- 
paign is completely described in 
an article by Saunders Norvell 
on page 15 of the July 14 issue 
of Harpware AGE. 

LYNN, MASS., HARDWARE 
FIRM REORGANIZES 


The Hutchinson Hardware Co., 
wholesale and retail firm at 49-55 
Munroe. St., Lynn, Mass., has 
been reorganized as the Hutchin- 
son Hardware Co., Inc., with John 


| Worthen, Boston, Mass., attorney, 


| as secretary, and Norman S. Mac- | 


Iver, of the National City Bank 


of Lynn, as assistant treasurer. | 


| Mr. Leonard became associated 


with this 105-year-old hardware 


concern about a year ago as gen- | 


eral manager. 


DETROIT HARDWARE MAN 
IN BUSINESS 40 YEARS 
James W. Tyre of the Tyre 


| Hardware Co., 3011 Grand River 


Ave., Detroit, Mich., is celebrat- 
ing his 40th anniversary in the 
hardware business at the same 
location. 


AUBURN, IND., HARDWARE 
BUYS NEW BUILDING 


c. =. 
the Auburn Hardware Co., Au- 
burn, Ind., has announced the 
purchase of the Auburn Burner 
Corp. buildings in that city. The 
new space will provide a separate 


office building for the hardware | 


company’s’ wholesale division, 
and 30,000 additional square feet 
of floor space for the merchan- 


dising division, in addition to a | 


central heating plant contained 
in a separate building. 


NEW STEWART-WARNER 
GAS RANGE DISTRIBUTOR 


Colen-Gruhn Co., Inc., New 
York City, has been appointed 
distributor for the new Sav-A- 
Step gas ranges manufactured by 
the Stewart-Warner Corp., Chi- 
cago, Il. 


WESTINGHOUSE KITCHEN 
PLANNING BOOK 


A new and colorful presenta- 
tion of the Elec-Tri-Center kit- 
chens has been made available 
by the Westinghouse Electric & 
Mfg. Co. in its current selling 
booklet, “As Simple As 1-2-3.” 
This book not only _ illustrates 
the planned electric kitchen but 
it also introduces a new 
slant of appealing to the cus- 


sales 


J. Leonard as president, treasurer|temer by selling her separate 
and general manager; Joseph | kitchen centers. 





GIBSON’S NEW DISTRICT SALES MANAGER 


At the right is George H. Jaud, new district sales manager for 
the Gibson Electric Refrigerator Corp., Greenville, Mich., prior 


to leaving Greenville to assume his duties. 


Mr. Jaud will repre- 


sent the company in Washington, D. C., Maryland, W est Virginia, 


Virginia, Delaware, and part of Pennsylvania. 


With him are 


F. E. Basler, general sales manager, on the left, and in the 
center, E. F. Edsall, assistant to the sales manager. 
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Frederick, president of 











| 4,000 BUYERS VIEW HOUSEWARES 


AT NEW YORK SHOW. JULY 10-16 


More than 4,000 buyers and 
merchandisers were on hand July 
10 to 16 to view the 450 exhibits 
of the latest housewares 
chandise shown at the New York 
Housewares Show, in the Hotel 
Pennsylvania, New York City, 
under the auspices of the New 
York Housewares Manufacturers’ 
Association. As in previous years 
the show occupied several floors 
of the hotel with the manufac- 
turers displaying their wares in 
individual rooms. 


FAYETTE R. PLUMB, INC.., 
ELECTS OFFICERS 
The following officers of Fay- 
ette R. Plumb, Inc., Philadelphia, 
Pa., have been elected: Fayette 
R. Plumb, president; William D. 
Plumb and Calvin P. Bascom, 


FAYETTE R. PLUMB 


vice-presidents; George O. Clif- 
ford, secretary and 
W. D. Plumb is manager of the 
Philadelphia plant and Mr. Bas- 
com is manager of the company’s 
axe factory in St. Louis. ' 

Frank L. Campbell has been 
appointed sales manager and 
Frank P. Green, promotion man- 
ager with Mr. Clifford as direc- 
tor of sales. The company states 
it will continue its policy of sell- 
ing nothing, directly or indi- 


Throughout the several days 


| of the show, the spirit was one 


mer- | 


of optimism. With inventories 
being low and the business out- 
look improved, the buyers were 
more inclined to place orders. 
Commitments were made for im- 
mediate and for two or three 
months’ shipments. 

The exhibits featured a quan- 
tity of new merchandise, prac- 
tically every company represented 
had a single or several new items 
for the housewares buyers. 
sentative coppers and copper 
base alloys. It includes a chart 
which presents in tabular form a 
schedule of those 30 typical cop- 
per and copper alloys, more or 


less fundamental in character. 


| The metals listed represent most 


| derive 
| ing. 


treasurer. | 


rectly, to chain stores or mail 


order catalog firms. 


REPRINT ON COPPER 
AND COPPER ALLOYS 
A reprint of an address on 
“Copper and Copper Alloys” 
presented before the Baltimore 


of the commercial forms in 
which wrought copper and cop- 
base alloys are manufac- 
tured. Certain important prop- 
erties are listed, the forms in 
which each is commercially sup- 
plied are given as well as prop- 


per 


| erties, uses and methods of fab- 


rication. 


G-E APPLIANCE FINANCE 
PLAN FOR FARMERS 


Recognizing that the farmer 


| has come back strongly into the 
| buying field and is an excellent 


prospect for appliance sales, the 
General Electric Contracts Corp. 
is offering three plans through 


dealers to bona fide farmers who 


their income from farm- 
The plans are _ pointed 
specially to those who lack suf- 
ficient regular income from dairy 
products and diversified crops to 
purchase on a regular monthly 
basis, and therefore must wait 
for harvest time to pay off. 
Equipment that may be pur- 
chased under the plans includes 
refrigerators, ranges, water heat- 
ers, dishwashers, kitchen waste 
units, commercial refrigeration 
equipment, home laundry equip- 
ment, and heating and air con- 


| ditioning equipment. 


The two-payment plan provides 
for a 25 per cent down payment 
with the balance payable in 


equal amounts at the end of six 


| and eight months. 


Purchasing Agents’ Assn. by M. | 
G. Steele, technical advisor for | 
the Baltimore division of Revere | 


Copper and Brass, Inc., 230 Park 
Ave., New York City, is avail- 
able from the company. This re- 
print is a summary of the im- 
portant properties and typical in- 
dustrial applications of 30 repre- 


A four-pay- 
requires a 15 per 
cent down payment, with one- 
quarter of the balance due at 
the end of three, six, nine, and 
12 months. The third plan re- 
quires a 20 per cent down pay- 
ment, with the balance payable 
in eight installments at the end 
of three, six, nine, 12, 15, 21, 
and 24 months. All features of 
the G-E customer-insurance plan 
will apply to the farmer plans. 


ment plan 
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HESS REPRESENTS 
LOCKWOOD AND 
INDEPENDENT COS. 


Thomas Hess has been ap- 
pointed representative for the 
Lockwood Hardware Mfg. Co. 


and the Independent Lock Co., 
both of Fitchburg, Mass., in Min- 
nesota, upper Wisconsin, Iowa, 





THOMAS HESS 


Nebraska, and North and South 
Dakota. He will make his head- 
quarters in Des Moines, Iowa. 

Mr. Hess has had many years’ 
experience as a contract build- 
ers’ hardware engineer. He was 
formerly associated with the 
Kurtz Co., Des Moines. 

20 FIRMS NOW MAKE 

ELECTRIC SHAVERS 


The number of concerns manu- 
facturing electric dry shavers has 
swelled to 20. They are: Ameri- 
can Safety Razor Corp., 303 
Jay St., Brooklyn, N. Y., making 
the Ever-Ready and Gem-Lectric; 
Casco Products Corp., Bridge- 
port, Conn., making the Casco 
75; Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago, 
Sunbeam Shavemaster; 
shave, Inc., 11 N. Pearl St., Port 
Chester, N. Y., De Luxe Hanley 
Clipshave and Hanley Clipshave; 
Dalmo Co., 511 Harrison, San 
Francisco, Calif., Motoshaver; 
Electric Razor Corp., Merchan- 
dise Mart, Chicago, Majestic; 
Electro Tool Corp., Racine, Wis., 


Nu-Era; General Shaver Corp., 
136 James, Bridgeport, Conn., 
Remington Rand and _ Rand; 


Ingersoll-Waterbury Co., Water- 
bury, Conn., Ingersoll; 
national Appliance Co., 4th and 
William, Ann Arbor, Mich., 
Glide; Miracle Dry Shaver Corp., 
36 S. State, Chicago, Miracle; 
Monarch Mfg. Co., 711 W. Lake, 
Chicago, Aristocrat, Churchill, 
Majestic, Marvel, Monarch Del- 
ver, Pickwick; Nicholl, Inc., 
766 E. 12th, Los Angeles, Calif., 
Nicholl Velvet; Progress Corp., 
521 Fifth Ave., New York City, 
Packard Lektro-Shaver and 
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Clip- | 


Inter- | 


Packard Roto-Shaver; Rususon 
Products, Inc., Aronson Square, 
Newark, N. J., Ronson; Schick 
Dry Shaver, Inc., Stamford, 
Conn., Shick; Singer Shaver Co., 
790 Broad St., Newark, N. J., 


American Clipper; Utility In- 
strument Co., Cranford, N. J., 
Utility; Zephyr Shaver Corp., 


92 Gold St., New York City, 
Zephyr; Knapp Monarch Co., St. 
Louis, Mo. 


G-E CUSTOMER-DEALER 
INSURANCE PLAN 


To extend protection to deal- 
ers and purchasers of General 
Electric appliances and air con- 
ditioning apparatus against loss 
during the financing period, the 
General Electric Contracts Corp. 
has announced a unique custom- 
er-insurance plan. Under the 
plan the G-E dealer, as well as 
retail customer, is protected dur- 
ing the life of the contract 
against loss, destruction, or dam- 
age to the equipment caused by 
circumstances beyond the con- 
trol of the purchaser, his agents, 
servants, or employees. Protection 
is supplied against fire, lightning, 
windstorm, tornado, earthquake, 
| cyclone, floor, explosion, colli- 
sion, derailment, transportation, 
stranding, sinking, theft, and pil- 
ferage. The protection is in the 
| form of regular insurance writ- 
| ten under a blanket policy by the 
| Insurance Co. of North America. 


CELLULOID CORP. MOVES 
WORCESTER, MASS., OFFICE 
To provide improved facilities 
for its New England customers, 
the Celluloid Corp. has trans- 
| ferred its headquarters from 


Bldg., Leominster, Mass. 


MACHINE TOOL DEALER 
MOVES QUARTERS 


Percy M. Brotherhood & Son, 
| machine tool dealers and agents, 





Worcester, Mass., to the Foster | 


| have transferred their office from | 


114 Liberty St., New York, to 
the South Ferry Bldg., 44 White- 
| hall St., New York. 


| RUBBER & PLASTICS GROUP 
FORMED BY A.S.M.E. 


The American Society of Me- 
chanical Engineers, 29 W. 39th 
St., New York City, recently es- 
tablished a committee, or subdi- 
vision, on rubber and _ plastics 
which will deal with several 
phases of the rubber and plas- 
tics industries including mechan- 
ical applications, research on 
basic mechanical properties, proc- 
essing equipment and standards. 
The committee will sponsor the 
presentation of papers at techni- 


terly meetings of the A.S.M.E. 
A symposium on rubber, com- 








cal sessions of the regular quar- | 


prising four invited papers cov- | 


PWA SPENDS $10,300,000 
FOR HARDWARE 


Expenditures for hardware on 


ering the history of rubber, syn- 
thetic substances with rubber-like | 
properties, fabrication of rubber | 
parts, and certain mechanical 


P =r rojects to be financed by the 
properties of rubber, is included | P , 
in the program of the next meet- | PWA are estimated at $10,300, 


ing of the Society to be held at | 000 by the Division of Construc- 
Employment, 


Providence, R. I., Oct. 5-7. Au-|tion and Public 
thors of papers believed suitable | Bureau of Labor Statistics, De- 
for presentation at subsequent | partment of Labor. This figure 
quarterly meetings should com-| was given Harpware AcE by H. 
municate at least four months in| B. Beyer, head of the division. 
advance with Dr. J. F. Smith,| Other estimates of interest to 
Edward G. Budd Mfg. Co., 25th | hardware dealers are: nails and 
St. and Hunting Park Ave., | spikes, $1,700,000; wire prod- 
Philadelphia, Pa., secretary of the ucts, $3,900,000; bolts, nuts and 
rubber and plastics committee, or washers, $3,200,000; doors, shut- 


with the chairman, Dr. F. L. : 
Yersiey, E. 1. de Ne.| ters, window sash, frames, mold- 


duPont * 
mours & Co., Inc., Wilmington, | '"& and (metal), $16.- 


Del. | 800,000. 


trim 


CHENEY'S NEW “SALES MAKER” 





Champion Gus Grob, Bradley Beach, N. J.. demonstrated his 
prowess as an expert in driving nails in the store of the 
Lewis Lumber Company, Neptune, N. J. Gus puts in twenty- 
five 10-penny nails in a 4-in. fir studding in from 40 to 45 
seconds using a 16-o0z. nail holding Cheney Nailer. The Henry 
Cheney Hammer Corp.. Little Falls, N. Y.. has designed a floor 
type “Sales Maker” for store use which has a number of ad- 
vantages over the smaller counter type demonstrator which 
has been long popular in hardware stores. The new “Sales 
Maker” is made of steel and is counter high. Mounted on 
casters it may be easily moved about a store to suit condi- 
tions. The above illustration shows Gus Grob and the new 
“Sales Maker.” 
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230 STUDY RETAIL PROBLEMS AT AMERICAN 
SUPPLY MID-SUMMER MEETING 


HARDWARE 


Business conditions, merchan- 


dising methods, new merchan- 
dise, store arrangement, and 
training of sales clerks were 


among the subjects discussed at 
the mid-summer meeting of the 
American Hardware Supply Co., 
dealer owned wholesale house, 
held July 25 and 26. More than 
230 dealers attended the meet- 
ing which was held at the com- 
pany’s headquarters at 41-43 


ager, National Mfg. Co., Ster- 
ling, Ill., builders hardware 
manufacturers, said that poor 


buying was one of the biggest 
faults of unsuccessful stores and 
that frequent turnovers of stock 
is one of the keynotes of suc- 
cessful merchandising. In any 
line of work teamwork counts. 


| Business and life are games, and 


Terminal Way, South Side, Pitts- | 


burgh, Pa. Lines of more than 


65 manufacturers were displayed 


in a special exhibit. 


Charles W. Scarborough, Scar- | 


borough & Klauss Co., Pitts- 
burgh, president, 
Hardware Supply Co., welcomed 
stockholders and guests, thanked 
members for their cooperation 
and _ discussed condi- 
tions. Business, in this country, 
is, he said, in better shape than 
in other countries. “The sun 
never sank in the west but what 
it came up again,” said Mr. 
Scarborough. Depressions make 


business 


American | 


you keep your feet on the ground | 


and when you keep your feet on 
the ground you are alright. 

William M. Stout, general 
manager, American 
Supply Co., briefly traced the 
company’s ‘growth, in recent 
years, pointing out that since 
1933 its assets had 


current value. He ugged those 


Hardware | 


increased | 


from $70,000 to $337,000, their | 


present to purchase their Christ- | 


mas lines right away, because 
prices will tend to go up, he de- 
clared. “We are in a seller’s 
market,” he declared. Mr. Stout 
emphasized the need for regu- 
larly checking store staffs and 
advised that each store have its 
entire staff “shopped” at least 
once each month. 

Retail salesmen are the most 
important factors in hardware 
distribution. They build 
volume for your store or they can 


can 


| he 


chase customers away, said Ken.- | 


neth A. Heale, Associate Editor, 


Harpware Ace. Retail hardware | 


salesmen must be trained by 
store owners or managers. He 
outlined methods used by de- 


partment stores in training new 
salespeople and urged adoption 


of those same ideas which include | 


practice, supervision and minute 
salesman should 
be familiar with the store’s stock 
before he actually makes sales 
and should be ebserved making 
sales to see that he is properly 


instruction. A 


serving the store’s customers. 
H. M. Weyrauch, sales man- 
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every man must cooperate and 
play his position. We blame 
others for our failures, he de- 
clared, but too many dealers 
have no plans at all. Comparing 





WILLIAM M. STOUT 


business to rowing a boat he 
said that when you pull on your 
oars you go upstream, but when 
you rest on the oars you float 
downstream. Retail dealers are, 
declared, buyers for their 
trading areas and when they are 
selling merchandise they should 
take the time to tell their cus- 
tomers the points of merit of 
the items they are selling. The 
way to get business is to go after 
it, he emphasized. 

Mr. Stout quoted, “Just 
Among Ourselves,” by Charles 
J. Heale, editor, Harpware Ace, 
(July 14, pages 9 and 11) read- 
ing Mr. Heale’s summary of 
messages delivered at the recent 
N.R.H.A. convention held in 
French Lick Springs and also 
read some of the summaries for 
the individual addresses as pub- 
lished in the same issue. Speak- 
ing of the necessity of advertis- 
ing he named manufacturers in 
various fields who are the biggest 


sales producers in their partic- | 





_ e } 
ular fields and pointed out that | 
| dent; James Bennett, housewares 


they are also the largest users 
of advertising space in their 
lines. Although stressing the im- 
portance of advertising for a re- 
tail hardware dealer he declared 
that that the 


was not 


entire | 


answer to problems facing the 
retailer. 

N. Stuart Irwin, who recently 
made a survey for the company. 
on window and store displays of 
chain and syndicate stores, told 
of the various display ideas used 
by those concerns in displaying 
items by hardware His 
comments were 
lantern slides of the 
outstanding displays he had seen. 
Goods must be sold both inside 
and outside the store. He urged 
placing related items close to 
each other, using signs to ident- 


stores. 


some of 


ify the various departments and | 


said that advertising and mer- 
chandising are the two greatest 
tools of selling. He said that 
dealers pay from 25 to 30 per 
cent of their rent for their show 
windows. Merchandising moves 
your products toward the con- 
sumer and advertising moves 
vour customers toward your pro- 
ducts. Mr. Irwin urged dealers 
to use plenty of light, have prices 
in sight and to try to sell cus- 
tomers more merchandise than 
they came in for. He advocated 
more frequent changes of win- 
dow displays and urged those 
unable to put in more modern 
fixtures than they now use, to 
clean up, fix up, paint up and 
light up their stores. 

E. A. Hastings, Pittsburgh, 
treasurer and assistant secretary 
of the company, read and dis- 
cussed the treasurer’s report and 
also read minutes of the January 
meeting of the company. He re- 
ported that the company’s busi- 
ness for the first six months of 
1938 was equal to that of the 
same period of 1937 and was 
optimistic as to future prospects. 

Following the conclusion of 
the formal meeting Mr. Irwin had 
with a 


an informal discussion 


number of dealers as to store 
tising. He explained the value of 
cooperative dealer advertising 
plans to attract traffic to the in- 


dependent stores. 


POT AND KETTLE NEWS 
The Seattle, Wash., Pot 
Kettle Club at its recent election 
of officers elected William Kel- 
ler, William Keller Co., presi- 


department, Ernst Hardware Co., 
vice-president, and Mac_ S. 
Sprincin, Mac S. Sprincin Co., 
Terminal Sales Bldg., Seattle, 
secretary-treasurer. 


illustrated with | 


and | 


M. L. KOTCH, SALES MGR.., 
J. CHESLER & SONS CO. 
Murray L. Kotch joined J. 

Chesler & Sons Co., Brooklyn, 

N. Y., manufacturers of builders’ 

hardware specialties, on July 25, 

1938, as sales manager. Mr. 

Kotch is well known throughout 





MURRAY L. KOTCH 


the Metropolitan New York area, 
having been associated with the 
sales department of Segal Lock 
& Hardware Co., New York City, 
for the past 15 years and for 
ten years has also sold the Nor- 
walk Lock line owned by Segal. 
For 15 years he has been an 
active member of the Hardware 
Boosters. Prior to his connection 
with Segal he was for six and 
one half years with the Stanley 
Rule and Level Plant now Stan- 
ley Tools, Inc., in the production 
end, at New Britain, Conn. 

A native of New Britain, Mr. 
Kotch worked during school va- 
cations in the plants of P & F 
Corbin and Corbin Cabinet Lock 
Co., in that city, and so has ac- 
cumulated a widespread back- 
ground of experience both in 
the manufacture and selling of 
builders’ hardware items. 

In his new connection Mr. 
Kotch plans to extend the Ches- 
ler builders’ hardware 


* 


line of 


| and for the*present will concen- 
modernization and group adver- | 
| 


trate his selling activities to the 
eastern territories to be handy to 
the plant to participate in the 
development of the new lines. 





| ROLLS RAZOR SERVICE 
| AVAILABLE IN CHICAGO 
D. Corrado, Inc., 157 N. Clark 
St., Chicago, has been appointed 
by Rolls Razor Inc., 305 E. 45th 
St., New York City, to give com- 
plete authorized service on Rolls 
Razors, including repairing, re- 
setting blades, and replacing ot 
all parts. Dealer discount is the 
same given by Rolls Razor’s New 
York service department. 


53 








ESTABLISH COMMITTEE ON 
UNFAIR TRADE PRACTICES 


4 Committee on Unfair Trade 
Practices has been established 
with offices at 80 Federal St., 
Boston, Mass., with W. L. Stod- 
dard as executive in charge of 
the Committee’s work. This 


group purposes to promote the 





L. H. BRONSON 


by business asso- 
ciation of machinery to handle 
unfair trade practices, placing 
emphasis on the desirability of 
voluntary methods of self-polic- 
ing. 

The plan proposed by the 
Committee has been put forward 
for discussion by trade associa- 
tion executives, Better Business 
Bureaus, etc., and an active cor- 
respondence with them is main- 
tained. Wherever interest is suf- 
ficient, members of the Commit- 
tee or its executive confer with 
executives on their problem. Re- 
search into methods of control- 
ling unfair trade practices, and 
dissemination of a leaflet de- 
scribing the plan are the Com- 
mittee’s main activities at pres- 
ent. 

Members of the Committee 
are: Lewis H. Bronson, presi- 
dent, The Bronson & Townsend 
Co., New Haven, Conn.; Gilbert 


development 


H. Montague, counsellor at law: | 
Dr. Paul H. Nystrom, president, | 
Limited Price Variety Store | 
Assn., Inc.; Theodore Swann 
president, Swann & Co.; Paul S 
Willis, president, Asso. Grocery 
Mfrs. of America, Inc.; Morris 
E. Leeds, president, Leeds & 
Northrup: Edward L. Greene. 
general manager, National Bet- 
ter Business Bureau, Inc., and 
Irwin D. Wolf, vice-president. 
Kaufman Department Store, Inc. 

The Committee is the out 
growth of work done by Lincoln 
Filene and other business men 
over a period of some 15 years. 
For a time this work was carried 
on in cooperation with the Na- 
tional Retail Dry Goods Associa- 
tion: later with the U. S. Cham- 
ber of Commerce, and in 1933 
under a committee of the Busi- 
ness Advisory Council of the 
U. S. Department of Commerce. 
In May, 1938, Mr. Filene ceased 
being a member of the Business 
Advisory Council and the com- 
mittee was established as an in- 
dependent group of 
men. 


business 


FREDERICK PFEIFER 
WILL MOVE OFFICE 


Frederick Pfeifer, manufactur- 
ers’ agent of 79 Barclay St., New 
York City, will be located at 48 
Warren St. after Oct. 1. 


DANBURY HARDWARE 
WILL REOPEN 


Henry E. Northrop has filed 
intentions to sell the stock and 
fixtures of his drug store at 242 
Main St. to James W. McCollum 
and Howard W. Mignerey of the | 
Danbury Hardware Co., who plan 
to dispose of the merchandise 
and to reenter business under the 
name of the hardware company. 
The firm was established 42 
years ago in the same store in 
which business will now be: re- 
sumed. Some years later the 


| have been 


CEASE AND DESIST ORDER ISSUED 
AGAINST SNOW FENCE MFRS. 


The Federal Trade Commission | 


has issued a cease and desist 


order against the United Fence | 


Mfrs. Assn., and eight producers 
of snow fence, 
certed efforts to maintain identi- 
cal delivered prices in violation 
of the FTC and Robinson-Pat- 
man Acts. 

Specific practices which are 
attacked by the Commission and 
which, the FTC said, are te be 
discontinued in order to comply | 
with its order include (1) quot- | 


ing and selling at delivered 
prices identical either at the 
same destinations or through- 


out a given zone or area; (2) 
discrimination in | 
prices realized f.o.b. point of 
shipment through any agreement 
resulting in quoting and selling | 
at delivered prices identical at 
any given destination; and (3) 
promoting such discrimination 
in prices where the effect is to 
competition among re- 
spondent members or to create a 


promoting 


lessen 


monopoly. 

Twelve other specific practices 
are banned. ander the Commis- 
sion’s order. They include, ac- 
cording to the Commission’s 
order, the practices of making 
identical distributors’ or dealers’ | 
defining the traders 
to be recognized as distributors | 


or dealers and listing those en- | 


discounts; 


business was moved to 249-25] 
Main St. When the block was 
razed the firm temporarily dis- 
continued business. Both Mr. 
McCollum and Mr. Mignerey 
connected with the 
Danbury Hardware Co. 40 and 
30 years respectively. 


NEW STORE 


M. L. Chism and John Clem- 
ents have opened a_ hardware 
business at Fayette, Ala. 


titled to distributors’ discounts; 
maintaining resale prices at list, 
less discounts, or maintaining 


| the discounts therefrom; obtain- 


charging con- | 


ing from dealers or distributors 
reports of price reduction; and 
cutting off sales to dealers who 
grant price concessions 
the suggested prices. 

Conclusions drawn by the FTC 
were that the alleged practices 
have been injurious to the pub- 
lic and tended to lend en- 
couragement to “similar impair- 
ment of competition in other 
industries.” 

The Commission said the re- 
spondents admitted “the material 
allegations of the complaint in 
the case.” The respondent com- 
panies which, the FTC said. 
manufacture 90 to 95 per cent 
of snow fencing produced in 14 
states extending from Maine to 
Virginia, include: Mattson Wire 
& Mfg. Co., Joliet, Ill.; Nebra- 
ska Bridge Supply & Lumber 
Co., Omaha; Rowe Mfg. Co., 
Galesburg, Ill; H. R. Linda- 
bury & Sons and the New Jer- 
sey Fence Co., both of Burling- 
ton, N. J.; Illinois Wire & Mfg. 
Co.. Joliet, Ill.; Buffalo Indus- 
trial Co., Buffalo, N. Y.; Leon L. 
Hutchinson, Pavilion, N. Y.; and 
Stewart W. Adams, Oxford, 
Mm. ¥- 


below 





LOWELL, MASS., FIRM 
CHANGES HANDS 

The Smith Hardware Co., 153 
Central St., Lowell, Mass., which 
for the past 35 years has been 
under the personal management 
of its founder, Ervin E. Smith, 
has been taken over by Ralph P. 
Coates, who has been associated 
with his father-in-law in the busi- 
ness for the past 10 years. The 
change in management is due to 
Mr. Smith’s ill health. 
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The many friends and business associates of W. F. Kennedy, president, Ott-Heiskell Co., wholesale hardware firm of Wheeling, 
West Va., are shown on the lawn of Mr. Kennedy’s estate, Alken Ridge, St. Clairsville. The occasion was a surprise celebration of 


Mr. Kennedy’s 50th anniversary in the hardware business. 
Gregg Hardware Co., Pittsburgh, who came to Wheeling to help Mr. Kennedy celebrate. 


row, 10th from the left. 


retail hardware business of his own. 
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Among the gathering were several of his former associates in the Logan- 
Mr. Kennedy may be seen in the front 
The reception was arranged by Mr. Kennedy’s sons, Mark and George B. Kennedy. 


The latter operates a 
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S.0.S. STEADY FLAME 
DISTRIBUTORS NAMED 
The Universal Distributing & 
Mfg. Co., 428 Pacific Ave., San 
Francisco, Calif., manufacturer 
of the S. O. S. Steady Flame 
Light, has appointed E. C. Oliver. 
412 Insurance Bldg., Dallas, Tex., 
factory representative in Texas. 
Oklahoma, Arkansas, western 
Louisiana, Colorado, and New 
Mexico. S. J. Wifvat, 1421 Keo- 
way, Des Moines, Iowa, has been 
appointed factory representative 
in Iowa, eastern Nebraska, and 
western Illinois; William R. 
Patterson, 2225 Jefferson Ave.., 
Memphis, Tenn., is factory rep- 
resentative in Alabama, Arkan- 
sas, Florida, Georgia, Kentucky. 
Louisiana, Mississippi, North 
Carolina, South Carolina, Ten- 
nessee, and Virginia, and Earle 
W. Dunn, 322-5 Standard Bank 
Bldg., Vancouver, B. C., Canada. 
BROOKLYN, N. Y., DEALERS 
PLAN BEACH OUTING 


The Brooklyn Hardware Asso- 
ciation will hold its annual stag 
Dutch Treat Outing at Jones 
Beach, Long Island, Thursday, 
Sept. 15. Events of the day will 
include swimming, golf, races, a 
baseball game between dealers 
and salesmen, the winning team 
to receive the Hardware Square 





Club cup, and other games. A | 


chicken dinner will be served at 
the Wantagh Hotel, Wantagh, 
L. I. Tickets, including dinner. 
are $3.00 and may be had from 
the Hardware Outing Committee, 
4 Ralph Ave., Brooklyn, N. Y. 


EDITORS SEE NEW PRODUCT | 


AT DU PONT LUNCHEON 


More than 25 business pape 
editors attended a luncheon and 
exhibit of new products as guests 
of the E. I. du Pont de Nem- 
ours & Co., Inc., Wilmington, 
Del., July 19, at the Empire State 
Club, Empire State Building, 


New York City. Although much 


| “Clean 





of the discussion concerned the 
companys Chrome Refinishing 
Kit, including a special lacquer 
and cleaner for chrome finishes, 
Dr. James K. Hunt, told of the 
development of Lucite, a plastic 
developed by the company and 
traced the history of lacquer from 
ancient times to the present day. 

Characteristics of the new 


chrome lacquer and _ cleaner 
for chrome finishes were ex- 
plained by G. W. Sherin. Mr. 


Sherin told of the uses of the 
products stating that the lacquer 
is noted for its transparency, 
adherence to metals, durability 
and quick drying properties. 





PLAN CAMPAIGN TO 
BEAUTIFY NEW YORK 


Following along the lines of 
Paint Up-Clean Up Campaigns 
plans are being made for the 
carrying out of a “Beautify New 
York” campaign in preparation 
for the 1939 New York World’s 
Fair. To create interest in the 
idea industrial concerns, civic 
associations, school authorities, 
city officials, trade associations, 
etc., are being contacted by Gor- 
don D. Polesie, Paint Dealers 
Association, 103 E. 125th St., 
New York City and Ralph Emer- 


son, secretary, National Clean 
Up and Paint Up Campaign 


Bureau, 2201 New York Ave., 
N. W., Washington, D. C., are 
contacting associations, business 
leaders and city officials for co- 
operation in promoting the cam- 
paign. 

The “Beautify New York Cam- 
paign” as it will be known will 
have for its purpose a plan to, 
Up-Paint Up-Plant Up- 
Fix Up-Light Up-Modernize for 
Our World’s Fair.” Any effort 
that creates interest in making 





the city more beautiful will, it 
is obvious, benefit hardware 
dealers in the sale of paint, | 
cleaning equipment, garden lines, | 
electrical fixtures, etc. 


NEW HACK SAW BLADE DEVELOPMENT 
ANNOUNCED VIA TELEPHONE 


A national telephone hook-up 
was used in announcing the in- 
vention of a Flexible Rezistor 
High Speed Steel hack saw blade, 
now being marketed by The 
Henry G. Thompson & Son Co., 
New Haven, Conn. The entire 
Thompson sales organization was 
connected into a two-way tele- 
phone conference with salesmen 
located in such points as Maine, 
Florida, Texas, California, and 
Vancouver, B. C., Canada. This 
made it possible for all members 
of the organization to hear the 
various speakers and to enter into 


| the discussion that followed the 


announcement. At the home of- 
fice in New Haven, all members 
of the factory organization who 
participated in the five years of 
research, development, experi- 
menting, and testing of this new 
product, gathered around a loud 


zistor blade to distributors, their 
salesmen, and_ industrial 
throughout the country. He 
pointed out the great sales possi- 
bilities of this new type of saw, 
and the fact that a large poten- 
tial market is now available for 
the sale of flexible high speed 
blades since all users of hack 
saw blades, both skilled and un- 
skilled, can use the Flexible Re- 
zistor without waste, and with 
complete safety. 

The Flexible Rezistor blade is 
a new development in heat treat- 
ing. Flexible Rezistors are made 
from a special alloy high speed 
steel, the particular analysis of 
which was first developed for a 
hack saw blade by the Thomp- 
son company. Due to the extreme 
high heat necessary to harden 
high speed steel, it had hereto- 
fore been considered impossible 


users 





French Lick Springs. 


all details of the discussion. 


The conference was opened by 











D. W. Northup, president of the 
| company, speaking from the Na- 
| tional Retail Hardware Congress 

at French Lick Springs, Ind. 

Mr. Northup told his listeners of 
| the importance of this new de- 
| velopment and gave credit to 
M. J. Radecki. superintendent, 
whose efforts made possible the 
production of this hard-tooth, 
soft-back, high speed steel hack 
saw blade. Mr. Radecki spoke 
from New Haven. 

A. W. Tucker, sales manager, 
spoke from New Haven. He out- 
lined the sales promotion and 
national advertising campaigns 
that are now being carried on 
to introduce the Flexible Re- 





A. W. Tucker, sales manager, speaking at the telephone sales confer- 
ence from New Haven, Conn. 
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| Dan W. Northup, president, The "Henry G. Thomp Co., a ine 
his company’s new hack saw blade from the N.R.H.A. Congress at 


speaker, and were able to hear|to harden only the edge of a 


blade. The Flexible Rezistor, 
however, is a genuine hard-tooth, 
| soft-back saw. The teeth are as 
|hard as an all-hard blade, but 
| the back is soft and acts as a 
| tough elastic support for the eut- 
iting edge. This is said to make 
‘the blade unbreakable in a 
frame, and it cannot shatter or 
| fly in pieces, and removes the 
'danger present in an_all-hard 
| saw. The company states the use 
| of these flexible blades will elimi- 
nate waste through breakage and 
now all workmen as well as 
householders can use them with 
the assurance that they are safe. 
| Flexible Rezistors are the first 
|complete line of flexible high 
| speed steel blades made in hand 


| frame and power sizes. 
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T. N. WITTEN SR. DIES JULY 17 
IN AUTOMOBILE ACCIDENT 


[he tragic passing of Tom N. 
Witten, Sr., Trenton, Mo., in an 
auto accident July 17, 1938, 
brings to a close the inspiring 
career of a successful hardware 
merchant who contributed richly 
of his many talents for the bene- 
fit of his family, his community, 
the hardware and_ imple- 
ment industry. He was one al- 
for 
any activity 


and 


counted 
in 
that was planned to improve liv- 


ways to be on 


yeoman service 


ing conditions or business condi- 





| 


tions for his fellow man and his 


fellow hardware merchant. Truly 
his was a life of unselfish service 
and his death a vacant 
spot in the hearts of many per- 
sonal and business friends. 

For the past 36 years Mr. Wit- 


leaves 


ten has been in the retail hard- | 


ware business in Trenton and 
since 1904 has operated his own 
business as the Witten Hardware 
Co. Born in Edinburg, Mo., in 
1867, the son of a pioneer settler 


in that part of the country, he | 
has enjoyed a growth in business | 


that has closely parallelled the 
development of Grundy County 
and the city of Trenton. He has 
been active in all better- 
ment for the city, county and 
state, and has distinguished him- 
self for fearlessness as a fore- 
man and a member of the Grand 
Jury in the handling of several 
major cases despite threats of 
violence to his person. He is 
the father of the famous “Tren- 
ton Idea”—to bring the rural and 


civic 


town folks together on a mutual | 
common good. | 


basis for their 
Using the “Trenton Idea” as his 
theme, Mr. Witten has traveled 
over practically all of the United 
States as a featured speaker be- 
fore hardware, implement, Cham- 
ber of Commerce, and 
club national and state conven- 
tions. 

An early member of the West- 
ern Retail Hardware and Imple- 


ment Association, he was a past | 


president and for many years a 
director of that body as well as 
a past president of the National 
Federation of Implement 
ciations. His counsel was con- 
stantly sought in both organiza- 
tions, although he had not re- 
cently been active in either as- 
sociation, he was at the time of 
his death, a member of the Ad- 
visory Board of the National 


Asso- 


Federation of Implement Asso- 
ciations. In recent years he ex- 
pressed the belief that the 


younger men in the trade should 
be encouraged to take the active 
posts in such work. 

Just what caused the acvident 
is a mystery. 
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| father 





been having trouble with the 
automobile’s distributor and a 
leaky gasoline line, which imay 
have been responsible for the 
fire. The opinion was also ex- 





T. N. WITTEN, SR. 


pressed by a doctor who ¢xam- 
ined the body that Mr. Witten 
might have been overcome by 
carbon monoxide gas or possibly 
had suffered a paralytic stroke 
or heart attack that was either 
fatal or rendered him uncon- 
scious. 

The automobile was _ being 
driven east at a moderate rate 
of speed, evidence showed, and 
left the highway on the south 
side at an angle of about 45 de- 
grees, ran into a ditch about 5 
ft. deep and started to climb out 


the other side when it is be- 
lieved the engine “died.” 
The late Mr. Witten was 71 


years old and is survived by 


three children and three grand- | 


children. The children are two 
sons, MacDonald Witten, for 10 
years an associate editor of 
HarpwareE Ace, but for the last 
12 months associated with his 
in the store; Tom, Jr., 
who is assistant manager of the 
Central Hardware Co., Roswell, 
N. M., and one daughter, Mrs. 
Louise Witten Robinson, of Glen- 
dale, Calif. 


THOMAS H. TAYLOR 


Thomas H. Taylor, 81, former 
assistant general sales agent in 
the New York City office of the 
American Steel & Wire Co., 
Cleveland, Ohio, passed away re- 
cently at his home in Higganum, 
Conn. 

Mr. Taylor began his business 
career in a hardware store at the 


age of 17 when he substituted 
for a friend for a month. He | 
liked the hardware business so 





| office 


| 
| 
| 
| 





well he obtained regular employ- | 


Mr. Witten had | ment and served six years behind | ness. 


a hardware counter before travel- 
ing for a hardware wholesaler. 
In 1883 he started his own retail 
business in Omaha, Neb., and in 
1889 became a wholesaler. 
When in 1891, the Columbia 
Wire Co., later absorbed by the 
American Steel & Wire Co., took 
over the selling of barbed wire, 
he became secretary of the com- 
pany. In 1892 he accepted the 
post of Chicago sales manager 
of the Washburn & Moen Mfg. 
Co., also later acquired by the 


American Steel & Wire Co. In 
1898, he was transferred to 
Cleveland as assistant general | 


sales agent in the district. Early 
in the following year, Mr. Taylor 
was transferred to the New York 
of the American Steel 
Wire Co. as assistant 


general 
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sales agent. He remained in that 
position until his retirement on 
pension on May 1, 1922. 


EDWARD OTIS GOSS 


Edward Otis Goss, president 
of the Scovill Mfg. Co., Water- 
bury, Conn., died at his home in 
that’ city on July 4 after a brief 
illness. He was 72 years old. 

Mr. Goss joined the Scovill 
company as a draftsman in 1888, 
following his graduation from the 
Massachusetts Institute of Tech- 
nology. He was made a director 
10 years later and in 1900 be- 
came assistant treasurer. In 1918 
he was made vice-president and 
treasurer and president in 1920. 
Mr. Goss was a member of the 
New England Council, the Amer- 
ican Society of Mechanical En- 
gineers and of India House. 


FREDERICK A. LORENZ, JR. 


Frederick A. Lorenz, Jr., vice- 
president of the American Steel 
Foundries, Chicago, and _presi- 
dent of the Steel Founders’ So- 
ciety of America, passed away 
on July 23 after a protracted ill- 
He was 52 years old. 








& | 


| time Mr. 


| Tex., 





H. M. LEWIS 


H. M. Lewis, secretary-trea- 
surer of the Badger Malleable & 
Mfg Co., South Milwaukee, Wis., 
passed away on July 7 following 
an illness of several weeks. Mr. 
Lewis started his business life 
with the Chicago Stove Works, 
becoming treasurer of that con- 
cern before becoming one of the 
owners and founders of the Peer- 
Steel Range Works. Mr. 
Lewis moved to South Milwaukee 
about 30 years ago and was one 
of the organizers of the Badger 
Malleable & Mfg. Co. He also 
aided in founding the Home 
State Bank of South Milwaukee 
and was one of its directors. 


less 


CHARLES E. PARR 


Charles E. Parr, 61, executive 
vice-president and general man- 
ager of The Coleman Lamp and 
Stove Co., Wichita, Kan., passed 
away July 12. Mr. Parr had a 
host of friends throughout the 
wholesale and retail hardware 
industry. 

His association with The Cole- 
man Lamp and Stove Co. began 
in 1914 when his own company, 
the Incandescent Light and Sup- 
ply Co., was merged with the 
Coleman organization. At that 
Parr went to Dallas, 
to manage the Coleman 
branch there. Later he returned 
to Wichita as sales manager. 





CHARLES E. PARR 


After a successful period of sales 
direction he was made vice-presi- 
dent and general manager, a post 
he has held for the past 10 years. 

Mr. Parr had also recently 
been president of the Wichita 
Chamber of Commerce and at 
his death was a member of the 
Board of Regents of the Wichita 
University. His widow survives. 


CHARLES MORHARD 
Charles Morhard, 49, proprie- 
tor of a hardware store at 123-15 
Jamaica Ave., New York City. 


| passed away recently. 
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New Federal Firearms Law 
Became Effective July 30 


HE new Federal Firearms 

Law became effective on 

July 30, 1938. It requires 
all, wholesalers and retailers, who 
buy or sell arms and ammunition 
in interstate commerce to take out 
a Federal license at the established 
fee of $1.00 per year. Some con- 
fusion has followed the passage 
of this law and likewise some de- 
lays. A clear and helpful explana- 
tion has been offered in a recent 
letter by W. T. Birney, sales man- 
ager, Winchester Repeating Arms 
Co., New Haven, Conn., who 
writes: 

“Information has been received 
by us from Capt. D. S. Bliss of 
the Miscellaneous Tax Division 
of the Internal Revenue Service 
at Washington, through the Sport- 
ing Arms and Ammunition Man- 
ufacturer’s Institute, that there 
will be some delay in making 
official interpretation of this Act, 
known as Public Law No. 785. 
As a result, there will be a delay 
in the issuance of the regulations 
and forms which the Act provides 
shall be established by the office 
of the Secretary of the Treasury. 

“As the law becomes effective 
as of July 30 it is our suggestion 
that all jobbers and dealers who 
do any interstate business in arms 
and ammunition protect them- 
selves under the provisions of this 
new law by filing application at 
once with their local Internal 
Revenue Collector for the licenses 
required of them. This, we be- 
lieve, will protect their right to 
continue their business in these 
products until such time as the 
Collector takes official action on 
their application for a license. 

“In making such immediate ap- 
plication we believe the following 
form would be sufficient to effect 
this purpose: ‘Application _ is 
made herewith for the Federal 
license required as a dealer in 
firearms and ammunition under 
the new Federal Firearms Act, 
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Public Law No. 785. Enclosed is 
the license fee of $1.00 provided 
in this act as the cost of such 
license for one year.’ 

“It is our suggestion that you 


also send this same information 
immediately to all of your dealer 
customers who are buying or sell- 
ing arms or ammunition in inter- 
state commerce.” 


Steel Mill Operations 
and the Stock Market 


A market letter 


By WILSON OLIVER 


Vice-President, 
Oliver Brothers, Inc., 
New York City. 


‘6 HE continuing rise in steel 
mill operating rates from 
week to week is something 

tangible that everyone can under- 

stand. But there is no knowing 
what part the new price schedules 
introduced late last month play in 
the matter, for it will be remem- 
bered that the upward trend had its 
first faint beginnings before the in- 
dustry’s pricing system took such 
a shaking down, although a case 
can be made out for the stimulating 
effects of lower prices by the sim- 
ple argument that price cutting was 
rampant for weeks before it re- 
ceived official recognition. And _ it 
may be added that even now steel 
prices are far from rigid. Anyway, 
there’s no arguing with the fact that 

the operating rate this week, 36.4 

per cent of capacity. is 62.5 per cent 

above that of the July 4 week, which 
was itself the one and only inter- 
ruption te an upward movement 

that began in the week of June 13, 

seven days before that more volatile 

business barometer, the stock mar- 
ket, began to take notice. 

“Always  mercurial—romantic— 
feminine in behavior, the stock mar- 
ket, instead of suffering at least a 
technical reaction, bounded up some 
more early this week. In commodi- 
ties, foodstuffs continued easy as to 
prices, due to abundant crops; 
metals were firm, for a variety of 


good reasons. Several of the busi- 
ness indexes compiled by various 
publications showed downturns, but 
these indexes smell of the lamp, and 
often contradict each other. The 
new optimism is still feeding more 
on expectations than on wear and 
tear on the cash register. 

“Every judicious analyst of busi- 
ness conditions is sure to remind us 
that there are still maladjustments 
that need to be smoothed out before 
we can go ahead. That there are 
maladjustments none will deny, but 
there has never been a time when 
there were not many serious malad- 
justments. There are depressed 
areas in every boom, just as some 
industries and trades prosper despite 
widespread depression. Neverthe- 
less, the times have seldom been as 
unsettled as now. The outlook has 
seldom been so ‘iffy’ and provisional. 
If the railroads can support their 
load of high wages and billions in 
bonds until traffic increases a lot 
If the Spanish and Chinese wars do 
not spread to the Danube and Lake 
Baikal—. If the government does 
not bear down too hard—. If labor 
is reasonable—. And so on, and on, 
and on. All anyone can say for 
sure is that the good omens seem to 
outweigh the bad, and that business, 
getting better, will go on getting 
better into the fall and winter and 
spring, if—.” 
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Expectant lawmakers dropped 
17.110 bills and resolutions into the 
Congressional hopper during the 
75th Congress but only one in ten 
became law. Half were private bills, 
755 were listed by the ARF as 
affecting retailers directly or indi- 
rectly, and 350 were picked by the 
Federation for careful scrutiny dur- 
ing their junket through legislative 
hurdles. 

? wf 


It is traditional that once Govern- 
ment bureaucracy gets planted, it 
flourishes like the green bay tree. 
There are examples without num- 
ber. One is the Public Contracts 
Board. Set up in the Department of 
Labor under the Walsh-Healey Act, 
its sponsors said it was aimed at 
sweatshop hours and wages on work 
done for the Government. Since 
then the Board at the urging of or- 
ganized labor, chiefly CIO. has 
reached into regulation of indus- 
tries and is reaching for 
which cannot by the remotest de- 
gree be called sweatshop. Indeed 
right now the Board is preparing to 
fix wages in steel, the biggest prob- 
lem it has faced or may ever face. 
CIO's affiliate demanded that steel 
wages be fixed despite the fact that 
they are next to the highest indus- 
trial wages in the country. SWOC 
feared wage reductions and _ steel 
may suffer them. It also thought it 
was striking at companies it has 
been unable to organize. Instead it 
promises to hit hardest little com- 
panies which SWOC has organized. 

2 *£ @f 

Harry Hopkins. WPA Admini- 
strator, spurred on the sidelines by 
Leon Henderson, former WPA eco- 
nomic adviser and now secretary of 


more. 
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By L. W. MOFFETT 


Washington Representative 


of Hardware Age 


the anti-monopoly committee, has 
passed the word along to his market- 
ing survey aides to speed up their 
inquiry for possible completion by 
September. This will bring to 
the committee, which tentatively has 
scheduled hearings for early fall. 
extensive data on the effects of 
state fair trade laws, the Robinson- 
Patman and the Tydings-Miller 
laws. Field offices will be set up in 
over 100 cities and several thousand 
white collar workers will be recruit- 
ed from the relief rolls to hasten the 
inquiry. 
a -& & 


The business recession is expect- 
ed to put a $750,000,000 crimp in 
Federal revenue for the current fis- 
cal year. Even if the upswing con- 
tinues. Treasury officials anticipate 
the 1938 income will be at least 10 
per cent below the $69,000,000,000 
total in 1937. The $6,241,661.- 
226 total which taxpayers turned 
into Federal coffers during the 12 
months ended June 30 established 
an 18-year record. 


= 2 @ 


Treasury Secretary Morgenthau. 
one of the few Admistrationites who 
advocated a balanced budget and 
curtailed Government expenditures 
back in 1937, now takes the view 
that large expenditures for public 
works to provide employment are 
“a necessary investment to maintain 
the spiritual health of the people.” 





The White House-dominated 12. 
man Executive-Legislative monoply 
committee expects to start its probe 
of business and finance sometime in 
October. Vast quantities of data are 
being prepared back in offices of re- 
formers who are bent on making 
over the country’s economic system 
from Dan to Beersheba. Of the long 
list of subjects to be buzzed into are 
numerous ones of direct concern to 
retail and wholesale lines. Included 
in the topics are chain store distri- 
bution, retail price maintenance. 
retail price discrimination, loss-lead- 
er selling, classification of custom- 
ers, and uniform price postings. 
While the chain store boys may be 
in for heavy weather, it is possible 
also that the Tydings-Miller and 
Robinson-Patman Acts may be tossed 
for a loss. 

x k * 

Refreshing hot weather news for 
taxpayers: In 1933 the Government 
paid an annual rental bill of $826, 
000 for 1,191,735 square feet of pri. 
vate office space in Washington. To- 
day the Government pays an annual 
rental of $3,000,000 for 3,245,727 
square feet to house alphabetical 
soup agencies in the Capital which 
cannot be jammed into huge new 
Government buildings loaded with 
workers—-and non-workers. The 
Government’s civil payroll alone now 
is about 850,000 who receive approx- 
imately $125,000,000 per month! 
Senator Borah once remarked that 
the army of Government payrollers 
pouring out of the multiplicity of 
departments and agencies in Wash- 
ington resemble the flight of locusts 
from Egypt. And Mr. Roosevelt seri- 
ously promised the dear “peepul” a 
reduction of 25 per cent in Govern- 
ment costs! 
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Holding the Merchandising Line 





Chester A. Creider, secretary, Butler Brothers, Chicago, says retailers 
need to assume a new leadership in their communities; watch their pub- 
lic relations; treat their employees better; serve the public better and be 
more interested in politics and less interested in appealing to Government 


for aid or comfort. 


Tells N.R.H.A. Annual Congress to cultivate the 


women’s trade as they are the big buyers in today’s retail picture. 
(Omitted from the July 14th, Issue) 





HE soundest formula | 
know for a happy society 
was uttered by Confucius. 
He said, “If a nation would be 
prosperous and happy, it must 
first see to it that the several 
states have put their respective 
houses in order. If the state 
would be happy and prosperous, 
the community must put its 
house in order. If a community 
would be happy and _ prosper- 
ous, it must see to it that the 
individual family has put its 
house in order. If the family 
would be happy and prosper- 
ous, the individual members of 
that family must each put his 
individual life in order. When 
the individugl has exercised 
proper control over his life, 
then the family life is right. 
When the family life is right, 
then the community life is 
right. When the community life 
is in order, then the affairs of 
the state are in balance. When 
the life of the state is right, 
then the life of the nation is 
right.” How perfectly simple. 
In our day the individual has 
thrust his problem upon the 
shoulders of his neighbor—in 
other words, upon the commu- 
nity. The community takes its 
problems to the state. The state 
takes its problems to the fed- 
eral government. The individ- 
ual no longer holds himself 
responsible for his moral and 
economic salvation, and so we 
go on year after year sabotag- 
ing America by emasculating 
the individual of his character 
and personality. When this has 
been more generally accom- 
plished, then collectivization is 
not only easy but probably in- 
evitable. 
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Shall we not say, then, that 
the problem of the retail hard- 
ware world is not only the in- 
dividual’s problem, but that it 
is the problem of the individual 
—that is, the problem of indi- 
viduality! 

A joint study made by the 
Domestic Distribution Depart- 





CHESTER A. CREIDER 


ment of the Chamber of Com- 
merce of the United States and 
by Dun and Bradstreet some 
years ago, shows that 37.2 per 
cent of all retail failures are 
attributed to lack of capital; 
13.4 per cent to incompetence; 
4.9 per cent to inexperience; 
2.1 per cent to unwise credit; 
1.7 per cent to fraud; 0.9 per 
cent to neglect of business; 9.5 
per cent to personal extrava- 
gance; 9.3 per cent to specula- 
tion; 15.6 per cent to disasters; 
1.5 per cent specifically to fail- 
ures of others and only 3.9 per 
cent to competition, including 
chain store competition. 

If one wanted to be frank, he 


would say that most failures 
could be attributed to lack of 
ambition, slovenly store keep- 
ing, wrong merchandise, and 
lack of definite control. In any 
event, you and I know that to 
run a successful retail venture 
today, we must know something 
about and make constant use 
of the principle of basic stock 
merchandising; we must have 
modern fixtures and modern 
counters; we must recognize 
the fact that construction and 
layout for the interior of our 
store as well as for the front 
is an engineering job calling 
for the finest kind of ability in 
that particular field. We must 
use intelligent advertising, and 
we must maintain intelligent 
and attractive displays. We 
must use modern accounting 
methods and we must have ap- 
propriate budgetary control 
throughout the entire business. 
The hiring and handling of per- 
sonnel is of the utmost impor- 
tance, and we must do every- 
thing in our power to create 
in our store an atmosphere that 
will be inviting to the public. 
That these things are essential 
in the conduct of a retail enter- 
prise, is pretty generally 
known, but their acceptance by 
the retail operators is quite an- 
other matter. 

But these are mere tools of 
retailing! Back of the store 
and all its instrumentalities is 
the ideal—and back of the ideal 
is the man! And when we speak 
about the ideal we are are im- 
mediately in the field of public 
relations. What is the relation- 
ship of the store to the public? 

Is a hardware store no more 
than a place in. which to buy 
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and sell merchandise? Or is a 
hardware store an institution 
to serve the people of the com- 
munity of which it is a part? 
When we sell a tool, is it liqui- 
dating an inventory investment, 
or is it placing in the hand of 
a fellow-man a device to help 
him make a living or perhaps 
do a repair job at home? Did 
we select our merchandise and 
name our prices from the stand- 
point of what we want, or from 
the standpoint of what the cus- 
tomer wants? 

The hardware dealer belongs 
to that branch of American en- 
terprise that I like to say made 
America—namely, independent 
retailing. The independent re- 
tailer made the small town— 
the small town made America. 
Independent retailing touches 
the life of every man, woman, 
and child in America. Even so, 
retailing has fallen into dis- 
repute up and down the entire 
land when it comes to consider- 
ing a vocation worthy of the 
efforts of a young man about to 
enter on his life’s career. A 
sorry plight! 





Elevating the Field 


The hardware dealer has not 
only to save himself but to do 
a very definite and constructive 
part towards elevating the re- 
tail field again to a place of 
dignity where it shall once 
more challenge the attention of 
the young man and the young 
woman coming out of school. 
That can be done and you can 
help do it. You can help to do 
it by demanding of yourselves 
a leadership that will be an in- 
spiration and a challenge to 
every other branch of retailing 
in America. Renew your faith 
_in the dignity of your calling 
—and remember, that however 
much you may have tilled that 
soil and subdued it to your will, 
the job is never as well done 
as it might be. 

A hardware store is just like 
a man. It has character, it has 
personality. It either has or it 
has not a high purpose. Just 
as a student of the history of 
Art knows to what height the 
culture of a people has at- 
tained, so can a merchant with 
a keen analytical mind, plus an 
insight into cause and effect, 
tell from the appearance of a 
store the character of the 
owner of that store. 

Just as to the discerning man 
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the eyes are the windows of the 
soul, so are the windows of the 
hardware store the eyes of the 
soul of the store inside. And 
the soul of the store inside is 
exactly what it is because of 
the mentality, personality, 
character and the culture of 
the man inside who dominates 
the store—usually the owner. 

Just to illustrate, what does 
it take to trim a window—that 
is, to set up a window display? 
First of all, a knowledge of the 
stock, a knowledge of the im- 
portance of individual items 
from the standpoint of season- 
ableness, volume and profit po- 
tentialities, customer accept- 
ance; whether the items need 
only to be shown, or whether 
dramatization or glorification 
is required. The window en- 
semble must present a pleasing 
picture to the eyes. Remember 
that buying impulse is in re- 
sponse to stimuli as follows— 
through the eye, 87 per cent; 
through the sense of hearing, 
7 per cent; leaving only 6 per 
cent to the other three senses. 
So our window must be an at- 
tractive picture. To make it so, 
requires artistry. This means 
we must know something about 
harmony in composition, and 
harmony in color. A sense of 
proportion, and a sense of fit- 
ness are needed. We must have 
a sense of salesmanship—and 
finally we had better know a 
great deal about people and how 
they react to the stimuli of life. 

What does a man hope to ac- 
complish when he fills his win- 
dows so full of merchandise 
that they give nothing more 
than an impression of confu- 
sion. Windows must not only 
sell merchandise,’ they also 
must be looked upon as an 
agency of public relations and 
must sell the store. 

It takes a determined jaw 
and a stout heart to keep ever- 
lastingly at this job of window 
display in order that the win- 
dow may be fresh, attractive 
and up-to-date. But no matter 
how good the window display 
may be, there are two strikes 
against us if the window is in 
an old-fashioned front. And 
don’t forget the price ticket. 
If a passerby is interested in 
an item in our window, the first 
question is, “How much does it 
cost?” The price tag is our 
silent salesman. So, down to the 
last detail, the window pro- 
claims the man! 


Let’s step inside and _ see 
what manner of man it is that 
runs this outfit. There he is, 
a clean-cut, reserved but 
friendly man, the executive 
type—a leader—and a man en- 
dowed with a sense of the hu- 
manities. He likes people and 
people like him. There is some- 
thing about him that suggests 
firmness and order and yet he 
is obviously tolerant. He is not 
the grasping kind nor is he 
foolishly indulgent. He looks 
the part of a merchant—he 
looks exactly like his store—or 
to put it more to the point, the 
store looks exactly like him. So 
does his balance sheet, and so 
does his profit and loss state- 
ment. Take a trial balance, 
draw off a profit and loss state- 
ment and lay alongside of that 
a balance sheet of the heart 
qualities of the man and what 
he has packed in above his ears, 
plus the attitude of his em- 
ployees, plus the attitude of the 
public toward him and_ his 
place of business, and the two 
sets of figures will reflect the 
same thing—namely, a success- 
ful personality. He has a mind, 
he cultivated it, and he bent it 
to his will. 


It Has Atmosphere! 


The store has atmosphere; it 
is well lighted and cheerful! 
merchandise attractively dis- 
played; order, system and sym- 
metry throughout; merchandise 
departmentized as to sub-lines 
and where possible, related 
merchandise displayed together, 
and here and there on a coun- 
ter-end a dramatization of some 
special or fast-moving item. As 
far as space permits, all mer- 
chandise is readily accessible to 
the customer, and, of course, as 
far as possible, every article, 
bin or tray bears a price ticket 
—and this man observes uni- 
formity in his price tickets— 
not one price ticket showing a 
pencil mark—and wonder of 
wonders, his prices on all that 
long counter of electrical sup- 
plies, that the chain knows so 
well how to display, are com- 
petitive. 

Since this man built his new 
front with angle windows and 
attractive bulkheads, cleaned 
up, painted up and lighted up, 
put in new counters, fixtures, 
etc., women customers have in- 
creased 2000 per cent—twenty 
times as many women come into 
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his store now than formerly. 
Of course, that gift goods coun- 
ter had a lot to do with it, but 
surely no more than the crea- 
tion of the new atmosphere and 
the addition of those two at- 
tractive sales girls in their very 
attractive smocks. 

This man’s store looks pro- 
fessional. Let’s see how he op- 
erates. With his merchandise 
display so well departmentized, 
it naturally follows he breaks 
down his merchandise invest- 
ment into departments, sets up 
a buying budget, a sales bud- 
get, endeavors to maintain a 
departmental mark-up in keep- 
ing with the kind of merchan- 
dise, and, of course, he mer- 
chandises each individual de- 
partment for the turn. 


A Real Merchant 


Experience has taught him he 
can depend upon the basic 
stock check list supplied him 
each month by his wholesaler, 
at least as far as it goes, and 
he checks his stocks regularly, 
and thus’ insures himself 
against outs, against over-buy- 
ing as well as under-buying, he 
reduces his per-item investment 
and increases his turn. He 
knows his wholesaler’s check 
list is based upon constant and 
exhaustive research, and _ be- 
cause of that check list, his 
buying budget, his sales bud- 
get, and the merchandising co- 
operation he gets from his 
wholesaler, he has eliminated 
a good bit of guessing from his 
operations. Incidentally, much 
of his time has been freed from 
the job of buying and interview- 
ing salesmen. He concentrates 
his purchases and having or- 
ganized, deputized, and depart- 
mentized, he is free to devote 
himself to the task of promot- 
ing his business and perhaps 
making himself useful to his 
community. 

But before we get into that 
side of his life, let’s see how 
he gets on with his people— 
with his clerks. It is obvious they 
like him and he likes them. 
Let’s see what is back of that: 

Not so many years ago, when 
our friend was skating on thin 
ice, he was often depressed 
with the thought that retailing 
wasn’t what it used to be. The 
whole merchandise world was 
imbued with the thought that 
the chain store was crowding 
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the independent dealer off the 
lot, and the wholesaler was 
doomed with him. The retailer 
believed it, the wholesaler be- 
lieved it, and the general public 
believed it. Even then, the inde- 
pendent retailers were doing 
two-thirds of all the retailing in 
the country. 

The conviction still lingers- 
even in important universities 
—that the retailer-wholesaler 
tie-up is breaking up, because 
of chain methods. Nevertheless, 
about the time things looked 
darkest for our friend, he dis- 
covered that the wholesale in- 
dustry had taken on a new lease 
of life—a new vitality. One 
house in particular had caught 
the vision of service. It decided 
—and it said to the world—if 
the wholesaler is to continue to 
xo forward, it will be because 
he finally recognizes the inter- 
depeudence between the inde- 
pendent dealer and his whole- 
sale source of supply, and gov- 
erns himself accordingly. That 
thinking compelled the com- 
plete reorganization of the 
largest wholesale house in the 
country. Since that time, the 
world at large has heard more 
about the wholesaler than it 
had heard in all the previous 
half century. (Don’t forget 
that from a standpoint of pub- 
lic relations, the wholesale in- 
dustry was perhaps the world’s 
worst bungler.) 

Today the thought is gradu- 
ally taking root that wholesal- 
ing is one of our basic indus- 
tries with an annual business 
to its credit of forty billion dol- 
lars, 1,275,000 employees, and 
over $2,000,000,000 payroll ex- 
clusive of 97,000 active pro- 
prietors and firm thembers of 
unincorporated businesses. In- 
cidentally, there was an 8 per 
cent increase in the number of 
wholesalers, and 42 per cent in- 
crease in volume from 1933 to 
1935. The number of indepen- 
dent stores increased 9 per cent 
and their sales 36 per cent. 

Well, our friend took heart. 
He knew the wholesaler was 
waking up to his obligation and 
to his opportunities. He knew 
that in two other lines of re- 
tailing miracles were happen- 
ing every week. Merchants 
were revamping their stores 
from front to back—from top 
to bottom; new merchandise, 
new merchandising, new meth- 
ods of operation. Our friend 
learned that with the new set- 


up, volume doubled and tripled; 
net profit jumped all the way 
from 2 to 12% per cent. The 
new retailer-wholesaler tie-up 
was working. It helped the 
dealer, it helped his customers, 
it benefited his town. Would our 
friend’s chance come? Yes, it 
came. The miracle was per- 
formed for him. Now it was 
easy to build an organization 
——easy to maintain an organiza- 
tion, and because our friend 
was not only a merchant but 
a humanitarian as well, it was 
easy to supervise his organiza- 
tion in such a way as to get 
the best from each man and 
woman in it. Yes, he liked his 
clerks, and they liked him. 


His Clerks Stayed 


True enough, he had little 
hiring to do, for his people 
stayed with him. But when he 
did have a clerk to hire, it was 
usually a college man and one 
who had promise of developing 
both personality and ability. 
Our friend knew little about 
psychology, but he did know 
that there was such a thing as 
attitude, so he studied an ap- 
plicant to find whether he liked 
merchandise and whether he 
might develop a merchandise 
sense as well as a selling sense. 
He doesn’t want square pegs 
in round holes, so he has built 
an organization of men and 
women who belong in the hard- 
ware world, not in the dry 
goods industry or in agricul- 
ture. 

Our friend has another pe- 
culiarity. He holds to the old 
idea that a salesman ought to 
be trained to his job—should 
know his merchandise. Not only 
has our friend a keen sense of 
appreciation of the workman- 
ship and the absolute beauty 
of a micrometer, for instance, 
but he has the faculty of pass- 
ing his enthusiasm on to an- 
other. That’s personality. 
That’s salesmanship. So, our 
friend in training his people, 
passes on to them his own en- 
thusiasm for his merchandise. 
Frequently he calls his people 
together and visits with them 
about general conditions— 
about the business—about spe- 
cial or seasonal merchandise 
offerings—or goes exhaustively 
into some promotion his whole- 
saler has presented. These 
meetings are informal and very 
friendly. Being a reader, he 
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puts sparkle into his conversa- 
tion and his organization has 
the reputation of being the best 
educated group in the business 
district. Because he keeps him- 
self educated, he just naturally 
is a teacher to those about him. 

Unusual man that he is, he 
has long been troubled over the 
fact that for years the choicest 
young men and women of his 
town have been going away to 
college and never returning to 
the old town except to visit the 
“old folks.” The youngsters ap- 
parently think it’s a good town 
“to be from.” 


Help Young People 


Our friend thinks it high 
time the educational institu- 
tions of the country begin to do 
something about encouraging 
young people to believe that ro- 
mance, adventure, and a useful 
and happy career await them 
back home, and he thinks it 
about time for men of this gen- 
eration to do something about 
making it possible for them to 
come back. They are needed 
there and he wants you and me 
to realize that fact. It pleases 
him to see some of these young- 
sters find places in the retail 
stores of his community. He 
feels that much has been done 
to help retailing regain its for- 
mer dignity in the mind of the 
public. Much is still to be done. 
The independent variety dealer 
is coming back with a bang! 
The dry goods store is on the 
up and up. The hardware store 
is coming along in good shape. 
Our friend wants to see retail- 
ing taught as a profession. 

These and similar considera 
tions our friend dwells upon 
constantly. He loves his home- 
town community and he loves 
his country. He seems never to 
forget that he has an obligation 
to his community—that his is a 
position of leadership—-that 
buying and selling hardware is 
just one part of running a 
hardware store. 

Being an imaginative man 
with a rather extraordinary 
creative ability, and as you will 
recall, being a humanitarian, 
he fully appreciates creative 
ability in others and does all 
reasonable things to encourage 
it. For instance, when one of 
his young men came to him 
with an idea, he didn’t dismiss 
the matter abruptly by saying, 
“the idea is no good’’—he dis- 
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cussed the idea with the young 
man and with others in the 
store, and encouraged them to 
develop the thought and to put 
it into practice. This, he knew, 
would bring his people closer 
to him and would, at the same 
time, encourage them to be 
thinking about the problems of 
his store. Our friend knows 
that creative ability is about 
the rarest thing in the world. 
One who uses or undertakes to 
use creative ability is thinking, 
and thinking is the toughest 
job the human mind has to con- 
tend with. Hence he does all 
reasonable things to encourage 
his clerks to think for the wel- 
fare of the business. 

Our friend recently told me 
that he was much interested in 
observing that the modern psy- 
chologist is swinging around to 
the point of view that there can 
be no successfully integrated 
personality except there be a 
strong undercurrent of reli- 
gious thought and particularly 
religious feeling, which shall 
push up through the daily con- 
sciousness and manifest them- 
selves in a growing sense of 
social awareness. He has in 
mind that the very nation itself 
was founded upon the Christian 
faith, and he believes that re- 
ligion has its place both in the 
social world and in the busi- 
ness world. So he appoints him- 
self a committee of one to call 
upon the ministerial associa- 
tion and undertakes to sell 
them the idea that every church 
belfry in town should have its 
bell and that every bell should 
be used on the Sabbath. He 
thinks the church bell is a good 
salesman. It doesn’t take very 
profound thinking to see into 
the significance of that sugges- 
tion. 

Our friend, the hardware 
man, you recall is a humanita- 
rian. He supports all good 
causes, one way or another. He 
is unashamed of his best im- 
pulses—so it gave him positive 
happiness to install a_profit- 
sharing plan for all his people 
in his business. Our friend 
wanted interest and enthusi- 
asm in his store, and he was 
willing to pay for it. He knows 
that people must be motivated. 
He motivates his clerks with the 
right kind of treatment. 

Today we stand in the shadow 
of the rebellion of the masses. 
In whatsoever direction we 
look, we come face to face with 


the attempted destruction of 
human ideals. The church, the 
school, politics, painting, sculp- 
ture, music, literature, the 
stage, the movies, and even the 
candid camera—each and every 
one consciously or unconscious- 
ly doing its bit toward the de- 
struction of. those things which 
through 2000 years of slow and 
painful advance, mankind has 
builded for itself—slow and 
painful building made possible 
because man being a creature 
of God was endowed with cre- 
ative ability, and therefore 
struggled to give expression to 
those God-given ideals planted 
in his breast from the begin- 
ning of time. The sinister de- 
sign apparent in every phase 
of this rebellion is all too clearly 
revealed. The masses have 
been taught that spiritual and 
material Salvation is no longer 
a matter of personal concern. 
It is the concern of the state. 
The state in its superior wis- 
dom will relieve man of the ob- 
ligation of individual advance- 
ment and at the same time, re- 
lieve him of the right to free- 
dom of thought and action. To 
accomplish this Utopian idea, 
he who has had sufficient char- 
acter to forge ahead must give 
up what he has, that it might 
be turned over to him who has 
not. Thus, economically, all 
will be whittled down to the 
same size, and society as a 
whole will be the loser. 


Unlimited Patience 


During recent years, the 
businessman has shown he has 
unlimited patience and forti- 
tude. He’s a long way from be- 
ing licked; but he has problems 
waiting to be licked. Therefore, 
he must tighten his belt, 
stretch his imagination, em- 
brace the newer ideas and put 
them into practice! 

And what does that mean to 
you? It means you must watch 
your public relations, treat 
your employes better than ever 
before, serve your public bet- 
ter, take an interest in politics, 
but don’t look to politics to 
solve your problem; but get ac- 
quainted with your state and 
Federal representatives and 
don’t be afraid to exchange 
ideas; build that new store 
front, put in those windows and 
keep them trimmed, get in 
those new counters, new fix- 


(Continued on page 68) 
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about the retail business 

today approaches the sub- 
ject against a background of 
comparative backwardness. This 
end of the field of distribution 
has shown little development. 
Those who have approached re- 
tailing with even a semblance 
of research have been able to 
show tremendous growth in vol- 
ume and in profits. This alone 
would tend to prove how back- 
ward the industry as a whole 
has been, and how little it has 
contributed to the modern prob- 
lems inherent in the field of dis- 
tribution. The whole profit pic- 
ture proves this contention. 

How many of us really un- 
derstand the significance of ser- 
vice, the meaning of the word, 
the unlimited bounds of its sig- 
nificance, the simplicity of its 
application? 

Perhaps I can best illustrate 
by an experience which I had 
early in my business experi- 
ence. It emanated from a man 
whose merchandising acumen 
was never excelled, whose whole 
business and social life was one 
of service, whose thoughts on 
service transcended his times 
—Edward Burgess Butler, 
founder and builder of Butler 
Brothers. 

One day, Mr. Butler stopped 
at my desk and chatted with me 
on the service we were giving. 
With much personal pride I 
showed him a shipping report 
one of the best we had ever 
had. (A shipping report showed 
the percentage of orders 
shipped the same day they were 
received—the second day after 
they were received, etc.) On 
this particular report, 95 per 
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cent of the orders shipped that 
month had been shipped within 
the second day of receipt. After 
I showed him the report, Mr. 
Butler did not say much. I was 
surprised. I rather expected a 
pat on the back. But he turned 
to me and said: “I wonder what 
the merchant customer expects 
—needs—must have—to use us 
as a source.” And I didn’t know! 
I mean specifically, I didn’t know. 
All I had was some history and 
my idea of my customers’ con- 
ception of service. 

And this should have been 
enough for me not to commit 
the same mistake again, but it 
wasn’t. 

A little later I built an order 
blank for customers ordering 
by catalog, adapting it to our 
system, so that a minimum 
amount of work might be ex- 
perienced in preparing the 
order for filling—in the actual 


filling, packing, shipping, and 
subsequent operating. On the 
blank I had various spaces re- 
served for our operations—col- 
umns headed in large letters 
“Please don’t write here,” 
“Please don’t use this column,” 
etc. It was a beautiful piece of 
work. It would have made it 
very easy for me. It saved time 
and operating expense. 

Again I showed this with 
some pride to Mr. Butler. He 
agreed it was a great piece of 
work. “But,” he said, “I am go- 
ing to call it the ‘Please don’t 
order from Butler Brothers’ 
blank.” We rebuilt it—gave the 
merchant customer twice as 
much room, doubled the linear 
capacity, both sides, more con- 
venient, less cramped, some- 
thing for the customer’s conve- 
nience—not for ours. 

These experiences taught me 
early lessons in service. They 
helped me to reduce my busi- 
ness egotism. They instilled and 
stimulated my desire to develop 
and enlarge my respect for the 
hand that fed me, paid my bills, 
on whom I lived. 

An attitude of service is not 
enough. It cannot take on a 
forced approach, illustrated by 
the idle compliment, the me- 
chanical memory for business 
purposes, the unmeaning slap 
on the back, the forced attitude 
with the painted scenery, so far 
from real feeling. Real service 
is based on the knowledge of 
another’s problem. 

No one, in these times, can be 
a great merchant or a success- 
ful salesman unless he passes 
on to his customer the good he 
knows, the breaks he gets. Per- 
haps we were given a highly 
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sensitive memory, and the abil- 
ity to tabulate our experiences 
in order that we might even- 
tually eliminate from the whole 
picture of life the utterly self- 
ish and self-centered. 

This may sound like a moral 
approach, but good morals are 
good business. Look at the pres- 
ent government investigations 
and regulations. Failure on the 
part of the manufacturer and 
retailer alike to pass on to the 
consumer their benefits, their 
product improvements, has re- 
sulted in government investiga- 
tion and regulation, coopera- 
tives, and considerable inter- 
ference with the old-fashioned 
method of production and dis- 
tribution. 

How many merchants have 
failed to pass on to the cus- 
tomer a price advantage? How 
many have taken advantage of 
the price change interim, just 
as long as possible, until some 
competitor forced them to fol- 
low? How many have been so 
conscious of their profit that 
they have reduced volume and 
failed utterly to render a ser- 
vice in their community? 


The Woman Shopper 


In thinking of a hardware 
store, I continually return to 
the importance of the woman 
shopper. Whether we men like 
it or not, this is a woman’s age. 
She, for the most part, holds 
the purse strings, has the 
money to spend, and deter- 
mines where it shall be spent. 
She is often mechanically- 
minded, and therefore, orders 
many of the purely mechanical 
devices for her home. It would 
seem to me, therefore, that were 
I to open a hardware store, I 
would serve Mr. and Mrs. Cus- 
tomer. Lines would be so de- 
veloped, store layout so ar- 
ranged, that it is equally at- 
tractive to both. 

Your service starts with the 
naming of the prices. Since 
none of us poor mortals know 
very much about price making, 
I will pass this briefly. The 
product must prove its worth. 
“This costs so much, we will 
mark it up to such a price,” is 
not merchandising. It is me- 
chanical pricing. The science 
of price making, once again, is 
the result of the knowledge of 
consumer demand and feel for 
the value of the product. We 
can all point to the most suc- 
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cessful merchants in this coun- 
try, who can pack all the good 
they can into an item for 5, 
10 or 25 cents. They build to the 
price. 

Your service starts with the 
eyes, ears, and hands of your 
business. Their contacts, their 
touch, determines your good- 
will, your reputation, your suc- 
cess or failure. 

This leads me to the selec- 
tion of your people. In every 
store, large or small, every one 
should be a salesman or a po- 
tential one. Therefore, the per- 
sonal qualifications for any em- 
ployee should be those general- 
ly required for a salesperson. 

Many a small store might do 
well to introduce some form of 
application blank. This blank 
should be accompanied by sev- 
eral arithmetic problems which 
the average salesperson in a 
store is obliged to know—addi- 
tion, multiplication, division— 
actual examples of sales made 
over the counter. 

This introductory blank, to- 
gether with the brief arithme- 
tic test, should be checked for 
accuracy, legibility, neatness 
and ability to follow instruc- 
tions. This should not be con- 
strued as big store tactics, be- 
cause these four characteristics 
are most necessary in a store of 
any size. 

Your applicant should be 
checked for appearance and 
physique. A salesperson should 
give the immediate impression 
of being well groomed, neatly 
dressed, clean shaven, clear 
complexion, and an indication 
of alertness and energy. 

I am aware that in many small 
communities those employed 
have been known in the com- 
munity and to the store owner 
for a long period of time. If 
this is the case, I hope you have 
several to choose from. To get 
the fulness cut of every cus- 
tomer contact, every employee 
in your store must, by nature, 
be a good salesman. 

The characteristics which 
salespeople have to possess in 
order to handle the usual and 
unusual transactions of a busi- 
ness day are perhaps known to 
all of us, but can well be re- 
viewed. They have been de- 
fined, after much research, by 
R. H. Macy and Company. 

First, they should have knowl- 
edge. A salesperson should have 
ability to assimilate the knowl- 


edge of merchandise quality. 
If they have no such knowledge, 
they should be curious to find 
out. A salesperson should not 
be content with being less than 
an expert in his particular field. 
Second, they should have tact. 
Above all, they must be sensi- 
tive to the various kinds of cus- 
tomers’ temperaments. They 
must be able to adjust them- 
selves easily and readily to 
varying temperaments. In stores 
demanding several clerks, it is 
well that the clerks waiting on 
a certain type of customer align 
themselves with that type. The 
young man wanting sportswear 
wants to be waited on by a 
young man. The woman de- 
manding housewares wants to 
be waited on by a woman, pref- 
erably an older one, who knows 
her problem. The plumber or 
the electrician, who wants tools, 
prefers the older man who is an 
expert in his line. This plan 
takes the place of specialized 
operations which characterize 
the larger department store. It 
is the best substitute for spe- 
cialized salespeople, expert in 
specific lines of merchandise. 


Cordiality Needed 


Third, they must be cordial. 
While a customer is in your 
store, you are his host, and he 
is your invited guest. The wel- 
come must always be sincere 
and friendly. Only a real in- 
terest in people can be the basis 
of this attitude. And this obvi- 
ously should not be effusive. 

Fourth, they must be patient. 
A customer may at any time be 
unreasonable. They may even 
be inconsiderate, but a patient 
attitude of courtesy and friend- 
liness must always be main- 
tained. 

Fifth, they must have a sense 
of humor—sometimes confused 
as being funny. Some one has 
said that it is the outcome of 
balance and perspective in a 
tense situation whieh requires 
relief. With such a balance a 
salesperson can _ relieve the 
pressure in situations which 
otherwise might be difficult. 

Sixth, personality. Any of us 
who have purchased in a retail 
store know how ill-suited some 
personalities are to actual sell- 
ing. 

It is perhaps unnecessary to 
say your salesperson must be 
able to express himself easily 
and clearly. His hearing should 
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More Business 
with TLCO 





. What a watch dog this No. 
4068 Cabinet Lock is and 
what a job it can do for 
your customers! They can 
give it the run of the house, 


cabinets, closets, wardrobes, 
desks, drawers of all kinds 
and the like. It’s just right 
for indoor duty—a _stub- 
born little mutt that stands 


its ground against intruders but always heeds 
the fellow with the right key. 


lock with a steel bolt that dead- 


Write for the low-down on 
this general utility lock and 


ILCO line. 


. INDEPENDENT 


> Lock COMPANY 


Fitchburg, Mass. 
Branches in all Principal Cities 
1938 





putting it on guard over | 


No. 4068 is a 5 disc-tumbler | 


locks with a half turn of the | 
key. Finished in brushed brass. | 


other items in the profitable | 








SAMSON SPOT SASH CORD 


Because Spot Cord is sold on quality rather than on price, 
selling it assures you of a fair profit. Your customers get 
full value, too. For, although Spot Cord costs a few cents 
more, this slight extra cost is absorbed in many extra years 
of trouble-free service with no expense for replacements. 
| Push Samson Spot Sash Cord — the most durable material 
for hanging windows — and draw dividends in dollars and 
priceless customer good will. 


PHOENIX SASH CORD 


A good cord at a moderate price. A minute spent explain- 
ing why Phoenix is superior to cheap sash cord for hanging 
windows, and also makes the best clothes line, will show 
up on the right side of the ledger. Customers are willing 
to pay more when they know Phoenix will outwear at least 
three ‘bargain’ clothes lines. 


To assist dealers to increased profits, we have prepared two 
booklets on “How to Sell Sash Cord" and "How to Sell 
Clothes Line." Facts are briefly and interestingly presented. 
Numerous photographs illustrating manufacturing processes 
make the sales message vivid and clear. We will gladly 
supply you free with one or both of these valuable sales aids. 


SAMSON CORDAGE WORKS 
SO STOR, MASSACHUSETTS 
CAND SS EINES SEITE TONER: TEI: 
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be good. His home background 
should be adequate for him 
to understand the needs and 
wishes of your customers, to 
meet them with poise and to 
gain their confidence. 

With these requirements of 
selection fulfilled, the training 
of any employee is more depen- 
dent upon personal contact with 
those in the average store who 
know their merchandise and 
their customers. 

For training the beginner in 
selling, I have compiled twelve 
selling principles: 

1. Look pleasant, be alert and 
gracious in your manner. 

2. Use a merchandising ap- 
proach. 

3. Know your merchandise, 
the location of everything in 
your store, in the cases, win- 
dows, as advertised. 

4. Encourage your customer 
to talk. 

5. Avoid interrupting your 
customer. 

6. Avoid arguing with your 
customer. 

7. Display plenty of merchan- 
dise but not too much. 

8. Help your customer decide. 

9. Finally, concentrate on the 
key issue. 

10. Avoid overselling your 
customer. 

11. Suggest additional mer- 
chandise. 

12. Thank her for her pat- 
ronage. 

A salesperson can only be ex- 
pected to keep his interest as 
long as he becomes part of the 
business, and very definitely 
feels himself participating in 
the results. I have no figures 
which would show me the prog- 
ress which small stores have 
made in the introduction of in- 
centive plans. This is a subject 
which the average small mer- 
chant can well consider if he is 
not already operating under 
some type of incentive plan. 

The miscellaneous services 
which you perform in your 
business, your packaging and 
wrapping, the delivery of your 
package, the thoughtful con- 
tacts and acts which make your 
store unusual, can be developed 
as you can afford to develop 
them. The field is large. The 
opportunity in a small center 
for customer observation on 
the part of your salespeople and 
clerks can be conducive to a 
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personal contact business, which 
will effect an immeasurable 
amount of good will. 

It is the personal considera- 
tion which is never forgotten, 
the simple little stunts which 
in the aggregate cost little, but 
mean much, and add dollars of 
volume. 

I can’t close this subject 
without touching upon the im- 
portance of sales displays in 
the average hardware store. 
Some of them I have visited re- 
mind me of the story of the 
dingy old club, which upon the 
death of a certain member pro- 
ceeded to hang purple crepe 
over the entrance. One of the 
members who apparently still 
had a spark left, remarked to 
the house committee that he 
wished a member might die at 
least once a week in order to 
add color to the place. 

I have seen little use of en- 
semble displays or atmospheric 
displays, all of which today are 
as possible with the hard lines 
as they are with the soft lines. 
There is no reason why garden 
tools cannot be shown in their 
atmosphere. There is no reason 
why enamelware ¢!:culd be piled 
up high and not shown in the 
atmosphere of a kitchen, per- 
haps with the touch of fresh 
food. There is a romance in a 
line of paints because there is 
romance in color. 

Do they still have cooking 
classes in the public schools? 
Isn’t there a field here for many 
promotional ideas? And you 


may, through your promotion, 
develop not only a good cook 
but a better wife. This would 
be a service! 

Do they still have carpenter 
and machine shop instruction 
in the public schools? Many 
promotional ideas pass through 
my mind. Another real service! 
You are developing a good me- 
chanic. Today he is hard to find. 

Pass the whole community 
through your store with promo- 
tional stunts, the number of 
which are legion. Why not build 
romance around your lines, at- 
mosphere around your mer- 
chandise, so that the impulse to 
buy cannot be resisted? 

I search for my summary of 
all this. It is hard to find be- 
cause service covers the whole 
range of retailing. 

In your program, I read un- 
der the name of my good friend, 
Harold Bergen, the following: 
“Modern selling programs dif- 
fer materially from those of the 
early days of hardware retail- 
ing, and merchandising prac- 
tices must be in keeping with 
these newer times.” 

So let it be with service. We 
are all a bundle of feelings, 
sentiments, emotions, and those 
of us responsible for leader- 
ship cannot master the fine art 
of dealing with people, — our 
customers, our employes or our 
owners, unless we can put our- 
selves in the other fellow’s 
place. This is the art of ser- 
vice. 





Holding the Merchandising Line 


(Continued from page 64) 


tures, new lights, and give your 
store an atmosphere—remember 
that women are still doing 85 
per cent of the nation’s buying. 
Demand of your’ wholesaler 
that he give you a basic stock 
check list, that he give you 
more and better help on sales 
promotions, that he show you 
how and where and with what 
to decorate your windows. Ask 
him to help you to department- 
ize, organize and deputize. Tell 
him you need help in setting up 
accounting practices, means of 
gathering statistics and partic- 
ularly do you need budgetary 
control. 

Demand these and _ similar 
helps from your wholesaler and 


then favor him as far as you 
can with your purchases. If he 
won’t give them to you, or can’t, 
then find one who can. Or, or- 
ganize your own research de- 
partment within your associa- 
tions and make the findings 
available to all your members. 

Don’t forget the Golden Rule! 
And don’t forget that the trial 
balance of any business is the 
picture of the personality that 
dominates that business. And 
remember, as does our friend, 
that running a hardware busi- 
ness is not only the buying and 
selling of merchandise—that the 
way a man enriches his own life 
and prospers his own business is 
by enriching the lives of others, 
through Service. 
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Railways Make Purchases 


in Every State 


PPROXIMATELY $3,500,000,- 
000 was disbursed by the 
railways in 1937 in payment of 
wages and taxes and in the pur- 
chase of equipment, materials and 
fuel. The Railway Age published 
an article in a recent issue 
showing approximately how these 
disbursements were made _ by 
states. The data show not only 
that wages and taxes were paid, 
but also that substantial pur- 
chases were made, in every state. 
Pennsylvania was the largest 
beneficiary. In that state railway 
disbursements totaled almost 
$448,000,000, divided into $220,- 


ducers in states other than those 
through which it operates. The 
railroads as a whole spent about 
$1,053,500,000 in 1937 in buying 
equipment, materials and fuel. 
Of this outlay 69 per cent, or 
$725,611,000, was made in states 
in which their lines were oper- 
ated, while 31 per cent, or $327,- 
932,000 was spent in “off-line” 
states. Sixty-five per cent of the 
purchases of the New England 
lines were made in “off-line” 
states, and only 35 per cent in 
the states in which they operate. 
On the other hand, railways in 
the Great Lakes Region made 85 
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RAILWAYS’ PURCHASES SHOWN BY STATES 


686,000 for wages, $214,316,000 
for purchases and $12,890,000 
for taxes. Illinois was second 
with almost $339,000,000, divided 
into $171,285,000 for wages, 
$152,354,000 for purchases and 
$15,025,000 for taxes. New York 
was third with a total of $266,- 
273,000, divided into $166,527,- 
000 for wages, $72,629,000 for 
purchases and $27,115,000 for 
taxes. 

Detailed figures given show 
that every railroad makes its pur- 
chases to a quite astonishing de- 
gree from manufacturers and pro- 
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per cent of their purchases in 
states on their lines and only 15 
per cent in “off-line” states. 

The number of different rail- 
roads known to have made _pur- 
chases in the states mentioned 
below was as follows: Alabama, 
75; Arkansas, 58: California, 69; 
Colorado, 54; Connecticut, 97; 
Delaware, 73; Florida, 51; Iowa, 
76; Kansas, 65; Kentucky, 83; 
Louisiana, 72; Missouri, 96; Mis- 
sissippi, 57; Montana, 12; Ne- 
braska, 72; Oregon, 60; Tennes- 
see, 79; Vermont, 67; Washing- 
ton, 66; Wyoming, 17. 





Sell them Screws 


that do this... 





and cash in on a new 
opportunity to make 
screws a money-maker 


Here’s what can be done with 
AMERICAN (PIAS \ SCREWS 


with the patented PH PS /recessed bead 





Tl. Reach awkward 
places without having 
the screw drop off. 


2. Use one hand to 
hold the work — the 
tapered recess guides the 
tapered driver. 





3. Avoid crooked 
screws — straight-line 
driving with American 
PLUS Screws. 


4. Save strength. 
Even with no pilot hole, 
only half the effort is 
needed. 


5. Eliminate acci- 
dents. The driver can’t 
slip from the recess. 


6. Set the screw up 
tight —the head won’t 
break. 





GAIN TIME — GUIDE DRIVER — CUARD WORK 


Use an ordinary driver—but better results come 
with Phillips Drivers (available from American 
Screw Company and leading tool manufacturers) 
U. 8S. Patents on Products end Methods 
Nos. 2,046,343 2,082.08) 2.046.837 2,084,078 
2,046,829 2,084,079 *2 046,840 2,090,338 
Other Domestic a-d Foreign Patents Allowed and Pending 
Copyright 1938 by 


AMERICAN SCREW COMPANY 


Main Office Branch Offices Pacific Coast 
Providence Chicago - Detroit Osgood & Howell 
Reading Screw Co., Norristown, Pa. 
(Div. Am. Serew Co.) 

Slotted head and Phillips recessed head 
WOOD SCREWS MACHINE SCREWS 
SHEET METAL SCREWS STOVE BOLTS 
and a Complete Line of Allied Fastening Devices 


Here’s What AMERICAN PLUS SCREWS 
Can Dofor You! 


t} 
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WILLIAM FLORENCE 
KENNEDY, president, Ott- 
Heiskell Co., wholesale hard- 
ware distributors, celebrated 
on July 1 his golden anniver- 
sary as a hardwareman. When 
the National Wholesale Hard- 
ware Association and the 
Southern Hardware Jobbers 
Association hold their conven- 
tions, Mr. Kennedy is on hand 
greeting his old friends and 
making new friends with his 
very cheerful smile. His motto 
is, “Always With a Smile,” 
and to encourage others to 
follow the same policy it is 
his custom to include with his 
correspondence a “smiles” 
card bearing that advice. He was a youngster of 14 when, 
on July 1, 1888, he became an employee of what is now 
the Logan-Gregg Hardware Co., Pittsburgh, Pa., whole- 
sale distributors, and continued with that organization 
until Feb. 25, 1912, at which time he went with the Ott- 
Heiskell Co. Mr. Kennedy says that his hobbies are, 
“Early rising the year ’round and working with Mother 
Earth in the garden whenever weather permits.” Of his 
long career as a hardwareman Mr. Kennedy says: “I have 
had but two jobs during this young and uneventful 
career, but in both instances the lot has fallen in pleasant 
places, for everybody has been so uniformly kind, con- 
siderate and helpful. True, the years have brought their 
various experiences, but never a drought. On the con- 
trary, the years have brought a bounteous crop; yes. a 
bumper crop of considerate, helpful, true friends. What 
more could a human ask for or expect? The years now 
gone into history make a picture painted in fadeless 
colors by the mind’s eye, and which hangs in memory’s 
gallery, a prized possession not computed in a material 
sense.” Mr. Kennedy’s estate, “Alken Ridge,” out in the 
country, reflects his motto, “Always With a Smile,” par- 
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ticularly at Christmas. Mr. Kennedy and his friend, W. 
M. Allen, co-owner of “Alken Ridge,” play hosts every 
Christmas to the children of the community, offering the 
youngsters gifts and a day of entertainment and feasting. 
He has two sons. George B. and Mark H., who are also 
hardwaremen. Mark H. Kennedy is affiliated with his 
father in the Ott-Heiskell organization, and George B. 
operates a large retail hardware store in Wheeling. Mr. 
Kennedy is a past president of the Wheeling Rotary Club 
and a director of the Wheeling Dollar Savings & Trust 
Co. He has served on committees of numerous trade and 
civic associations. 


ARTHUR W. GLESS- 
NER, president and founder 
of The Excelsior Steel Fur- 
nace Co., Chicago, IIl., and its 
subsidiaries, has been affil- 
iated with the steel industry 
since May 15, 1879. A year 
earlier he began his business 
career as a printer. Although 
but 18 years of age when he 
entered the steel business he 
started. buying steel and tin 
plate at that time. For two 
years he was steel buyer for 
N. Hawkins & Co., Chicago, 
mill and elevator supplies 
manufacturers. Four days 
after his resignation from the 
Hawkins organization he en- 
tered business for himself, forming the Excelsior com- 
pany which now manufactures furnaces, furnace pipe, 
fittings, forced air ducts and fittings for air conditioning 
installations. For more than 42 years, in addition to his 
activities as president of the Excelsior company, Mr. 
Glessner has also been editor of The Galena Gazette, 
Galena, Ill., having a record of nearly sixty years of 
activity as a newspaper publisher. His chief hobby. 
although his interests are many, has been traveling. He 
has visited every continent except Australia and for a 
period of 10 years averaged 50,000 miles a year. During 
the days of the N.R.A. he represented the Furnace Pipe 
Institute as an N.R.A. board member. Mr. Glessner, who 
is 77 years of age, spends four months each winter in 
St. Petersburg, Fla., and much of the summer months at 
the seashore or traveling. 





A. W. GLESSNER 


HARDWARE AGE 


















— \\) NOW THE VALUE. OF 


O/ HEAT TREATED 
POLYMERIZED 


OLINSEED OIL 










O/REGULAR 
' RAW OR BOILED 


OLINSEED OIL 


A VALUE THAT’S MADE POL-MER-IK 
‘THE BIGGEST SELLING LINSEED OIL 


Pol-mer-ik in Cans is an outstanding example of 
what a product can do that offers extra value — 
gives péople more for the money. Pol-mer-ik is the 
pure linseed oil, 10% of which is polymerized, that 
is, actually kettle-cooked to a varnish body. It’s the 
10% of cooked-oil that gives Pol-mer-ik its extra 
value! An extra value that makes paint jobs look 


——— better — last longer. 
Sa: Makes the painter’s 
ott — work easier because 
\, ay ge sy —_ paints brush better — 
; pr level better. An extra 
POLMER IK rs 

os TAD i value in the factory- 
bongs Ss ADA em sealed, tamper-proof 
ape LINSEED Hite q@ hom containers, that safe- 
8.0% Tl ee guards the purity of this 

= guaranteed oil. To meet 
the demands of your best trade—to increase your own 
linseed oil profits — display and sell Pol-mer-ik in 
cans. See your jobber or write us about Pol-mer-ik. 


ARCHER-DANIELS-MIDLAND CO 
MINNEAPOLIS, MINNESOTA 


MAIL THIS COUPON 
ARCHER-DANIELS-MIDLAND COMPANY 
Roanoke Building . Minneapolis, Minn. 


Please send me the story of Polmerik — ‘‘The Extra Value of 
Cooked Oil’’. 


OS SS 


——— 





Ask for Catalog No. 
13. It describes in de- 
tail the complete 
UNION HARDWARE 
line of hack saw 


frames and other 
tools. 


BBBBeeeBeeanaa 
SBWeLeVeeseBeeaua 


BWWCVWBC BMV BWW BVBWBeBVesVeVCPBBBBBeBBeeBBBBeBeeas=u 


AUGUST 11, 1988 71 








New and Improved Merchandise 


Window Trims 


Westclox Assortments 


Three new watch display assortments 
have been introduced by Westclox Di- 
vision, General Time Instruments Corp., 





LaSalle, Ill. They are the Dax No. 
638, Wrist Ben, No. 688, both illus- 
trated, and the Pocket Ben No. 637. All 
three are packed as complete units with 
merchandise attached, ready to set up 
at once. 


Binder Slat Menders 

Slatgrip binder slat menders, a new 
item for farm use, make it possible to 
repair broken slats on binder canvases 
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in a few minutes. Made of “U” shaped 
strip steel, they go over and clinch 
around the break like a splint holding 
the broken ends smoothly and rigidly 
together. With Slatgrip menders, slat 
on conveyor belt can be instantly re- 
paired, on the field, without removing 
it from the canvas. Packed in boxes 
of six. Armstrong-Bray & Co., 34-310 
N. Loomis St., Chicago. 


Food Mixer Display 





This display card, 13 in. by 21 in., 
printed in full color is available from 
the Hamilton Beach Co., Racine, Wis. 


“Shield With Steel” 


“Shield With Steel,” a booklet of- 
fered by the Tennessee Coal, Iron and 
Railroad Co., Birmingham, Ala., demon- 
strates how either new or old frame 
buildings may be “steel clad” or 
“sheathed in steel” with U. S. S. Gal- 
vanized steel sheets, to solve the prob- 
lems of waste, short life, maintenance 
expense, and high depreciation now fac- 
ing the prospective builder or present 
owner of low cost dwellings, outbuild- 
ings of any type or size, mill villages, 
or other structures of similar nature. 


Display Helps—Sales Literature— 
— New Packages — New Colors — Catalogs 


Cast Aluminum Push Bars 


These push bars are made to fit 
almost every size door and can be at- 
tached easily. All are alumilited to 





retain the smooth finish without tarn- 
ishing and all, except the tubular bars, 
are of solid cast aluminum. Cast 
Aluminum Push Bar Co., Columbus, 


Ohio. 


Colson Casters 


These casters are mounted on over- 
size stem which maker states will not 
bend or break. They have standard *% 
in. diameter pressed steel adapter with 
toothed base to insure permanent at- 
tachment. Bearings are amply large to 
swivel easily, carry heavy loads, and 
withstand shocks and jars. All-rubber 
wheel is molded with either cushion or 
hard tread. Large 5/16 in. diameter 
axle, of bolt and nut type, permits 
wheel replacement. Caster is attached 
by tapping in place. The Colson Corp., 
Elyria, Ohio. 
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Night Locks 


These two small locks—Doubl-Loks 
act as jimmy-proof peep openings and 
safety night locks. They are made of 
heavy gage pressed steel and consist of 
a saddle of steel through which passes 
a pivoted steel bar, curved to press 








against the door from side of door 
jamb. Locks are rubber tipped to pre- 
vent marring the wood or slipping in 
use. Small medel, finished in brass or 
nickel plate, retails at 10 cents; larger 
model, chrome finish, retails at 50 


Aristocraft Ware Additions 


Eight new pieces have been added 
to the Aristocraft Ware line of cooking 
utensils. They are: two sauce pans 
with cover, one with wide bottom; 
square wood handle griddle; coffee 
maker; teakettle; hostess platter with 
two covers and tray and two oval 
roasters, 16-in. and 18-in. in size. With 
these additions, Aristocraft Ware line 
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cents. Over-all length is 3 in. Easily 
attached and detached. Mounted on in- 
dividual two-color cards giving  in- 
structions. Furnished with screws. 
R. H. Gardiner Sales Co., 1107 Broad- 
way, New York City. 


Tools Display Boards 





A quality line of chrome vanadium 
steel or special alloy steel assortments 
of the most popular sizes, lengths, and 
shapes of sockets and fittings, open end 
wrenches, box wrenches, punches. 
chisels, and screw drivers, are shown 
here mounted on display boards, 12 in. 
by 31 in. The tools are heat treated 
and tempered, heavily plated with high- 
ly polished faces. Indestro Mfg. Corp., 
2675 N. Kildaire Ave., Chicago, II]. 


embraces 20 pieces, all illustrated here. 
Features of the line are modern styling, 
satin-smooth finish, natural walnut han- 
dles set in Bakelite ferrules, smooth flat 
bettoms, self-basting covers, and non- 
Each utensil is packed in 
Griswold Mfg. Co., 


drip lips. 
attractive carton. 


Erie, Pa. 


Clemson Lawn Mower 

Entering a new field, Clemson Bros., 
Inc., Middletown, N. Y., has an- 
nounced the manufacture of a hand 
lawn mower of advanced design. This 
new machine is finished in yellow 
baked enamel’ and chrome plate. It has 
a 17-in. cut, weighs 32 Ib., and is fur- 
nished with rubber wheels. It requires 
no lubrication, no grinding, and no 
tools for adjustment. A leading struc- 
tural feature is the self-aligning bed- 
knife, designed so that hand turning of 
one knurled knob adjusts clearance 
between bed-knife and fly knife, thus 
eliminating misalignment of bed-knife. 
Another feature is the integrally cast 
fly knife assembly which is in one com 


plete unit, and on which rivets, collars, 








and “floating” spiders have been 
eliminated. Knives are of high carbon 
steel forged to exact shape and then 
heat treated. Spiders are then inte- 
grally cast around blades and_ shaft. 
This eliminates misalignment due to 
tension on blades or loose assembly. 
Other features are larger tie tube in- 
tegrally locked and dowelled to wheel 
housing; roller bearings for wheels; 
ball bearings for fly knife assembly; 
silent over-running clutch; new type 
brackets for easy adjustment of roller; 
tubular steel handle, and die-cast zinc 


alloy wheels and gear housings. 








Non-Electric Refrigerator 


The Coolerator refrigerator, accord- 
ing to the manufacturer, utilizes ice to 
its fullest advantage. Ice in the Cool- 
erator is said to melt only from the 





bottom up so that cake remains prac- 
tically flat on top even after several 
days in the ice compartment. New 
cake of ice is slid over the top of the 
old one without necessity of removing 
or chipping. Construction of air con- 
ditioning chamber causes air from the 
food chamber to pass over the bottom 
of the ice, down the back of the re: 
frigerator, through the food chamber 
and up in front, forming a continuous, 
one-way circulation of air. Balanced 
humidity is said to reduce rapid drying 
out of foods. Odors and gases carried 
by this air current are said to be mostly 
deposited in the water from the melt- 
ing ice and carried away down the 
drain. Coolerators are built entirely of 
metal and finished in shining white 
enamel with durable chromium and 
and Bakelite hardware of attractive de- 
sign. Coolerator Co., Duluth, Minn. 


Chisel Assortment 
No. 350—holds four each of three 


popular sizes, 4%, 4, and 1 inch. Dis- 
play is printed in royal blue and 
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orange. Each assortment is packed in 
a container and is ready for counter 
display. Chisel blades are hardened 
and tempered high grade carbon tool 
steel—all blade surfaces are ground, 
highly polished and cutting edges ac- 
curately sharpened. Ferrules are of 
steel. Hardwood handles, in natural 
finish are blue tipped and capped with 
leather protector. Size over all 9% in., 
blade 4% in. The E. W. Carpenter 
Mig. Co., Bridgeport, Conn. 


American Plus Screw Package 


American Plus Screws, with the Phil- 
lips Recessed head, are now packed in 
a new attractive box. A_ simplified 
labeling system speeds up the time re- 
quired to identify the contents of the 
box. Side panels carry a message on 
new Plus Screw on one side and a 
complete listing of company’s products 
on the other. A paper color and ink 
color identification system is used. 
Paper colors identify the metal from 
which the screws are made—green 
paper, steel; yellow paper, brass; or- 
ange paper, brenze; blue paper, everdur; 
white paper, plated goods. The varied 
color inks printed over these various 
paper colors identify the head style 
black ink, flat-head screws; red, round 
head, blue, oval head; green, fillister 
head. In addition large clear block 





letters show screw lengths and wire 
size and also whether a wood screw, 
machine screw, sheet metal screw or 
stove bolt. American Screw Co., Provi- 
dence, R. I. 


New Molded Abrasive Line 


Rounding out the Jewel Abrasive 
line, Abrasive Products, Inc., South 
Braintree, Mass., is introducing a com- 
plete range of molded abrasive, includ- 
ing bench stones, shaped stones, and 
grinding wheels. The new stones and 
wheels are packaged to insure factory- 
new delivery. Each molded abrasive 
is labeled for eye-appeal and quick 
turnover. Bench stones come in either 
aluminum oxide or silicon carbide and 
are made in all popular sizes of both 
plain and combination grits. Grinding 
wheels for hand or power machines are 
of uniform composition. The full as- 
sortment of shaped stones is complete 
with square, triangular, round, taper, 
round edge, and special types to meet 
any requirement. 


Pocket Knife Display 


Winchester’s open-stock pocket knife 
display case has non-removable glass 
cover to prevent tampering with the 
knives. The case has a sliding display 








tray which is drawn out through a slid- 
ing rack from the rear, making the en- 
tire tray instantly available to the sales- 
man for customer examination. Tray’s 
background is in orange. Metal clips 
hold the two dozen knives. A white 
space under each clip is provided for 
the dealer to insert the symbol and 
price of each knife. Underneath the 
display tray is a stock drawer, which 
is subdivided into 24 compartments for 
stocking each type of knife displayed. 
The case has a durable lock on the 
stock drawer, which also locks the dis- 
play tray. Case is 25 in. wide, 14% 
in. deep, height at back, 7 in., at front, 
2% in. This display, No. 7087-S avail- 
able from Winchester Repeating Arms 
Co., New Haven, Conn. 





*““Crest”’ Kitchen Utilities 


The Crest line of kitchen utilities 
made by the Edward Katzinger Co., 
1949 N. Cicero Ave., Chicago, IIl., fea- 
tures complete molded plastic handles 
of Durez in brilliant greens and reds to 
match the two largest selling kitchen 
colors. The Durez handles are said 
always to keep their color and high 
lustre, being unaffected by wear, food 
acids, soaps or water. More than 20 
different pieces are included in this 
new Crest line. 
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Air Moistener 


The No. 185 Air Moistener of the 
Patent Novelty Co., 305 Eighth Ave., 
Fulton, Ill., is specifically adapted to 
steam and hot water radiators. Twin 


water pans concealed in a sturdy, at- 
tractively finished 
steady 


casing permit a 


circulation of _ refreshing, 





healthful moist air. A series of openings 
in the casing intensifies and increases 
free flow of air which passes over the 
water pans. A concealed attachment 
on the moistener allows it to be firmly 
attached to top of radiator without 
danger of being upset or pushed off. 
Moistener is made of rust-resisting 
material. 


Drill and Grinder Set 


This matched drill and grinder set 
for the home craftsman comes in a 
fitted steel case and consists of a small 
\-in. drill and a hand grinder support- 
ed by a complete line of accessories. 
It is sold either as a set or individually. 
Drill sells for $7.95, the grinder for 
$5.95 and the set, including five acces- 





sories and the steel carrying case, for 


$14.95. The drill is about the-size and 
weight of a small pocket revolver. 
Grinder has been foreshortened to the 
proportions of a small apple and fits 
comfortably in the hand. Though small, 
it is claimed that these tools have the 
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power and performance of tools twice 
their size and weight. Drill operates 
at 1,000 r.p.m. and is rated for %4-in. 
in steel. Grinder operates at 20,000 
r.p.m. These SpeedWay miniatures are 
streamlined and finished in blue crackel 
enamel with die cast white metal ends 
and trim. Case is blue enamelled to 
match. Speedway Mfg. Co., 1834 S. 
52nd Ave., Chicago. 


Detachable Vise Jaws 





With a set of Q-D Vise Jaws, any 
vise, regardless of size or style, can be 
converted into many different uses: for 
holding pistons, moto-meters, caps, ar- 
matures, and all other circular parts: 
for holding round and square rods, 
pipe, etc., without marring when saw- 
ing, filing, ete.; for holding nickel, 
brass, or wood, without marring, and 
for holding bevel parts and irregular 
pieces. Vise jaws are packed in steel 
box finished in red, baked enamel, 
with recessed line for each attachment. 
Box is 9 by 12 in. The Cornelius Mfg. 
(Co., Toledo, Ohio. 


Electric Door Chimes 

This four-tube Ambassador electric 
door chime, A-400, plays eight West- 
minster chime notes. It is 55 in. long 





Chime tubes are 1% 
in. in diameter. Shield is finished in 
ivory or bronze with gold finished 
figure. Chime tubes are satin, gold 
finish. The A. E. Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


by 10 in. wide. 









You're the School’s 
Neighbor . . . Go 


after its business. 


Here’s a real 
opportunity 
for volume 
sales to schools 
and students... 
with a combin- 
ation padlock that gets you in ahead 
of competition on lower price. . . 
keeps you in on higher quality. Master 
“Champ” Combination Padlock is built 
like the lock on a safe . . . rugged and 
trouble-free. Strong, double case 
of brass and steel encloses simplified 
3-locking tumbler giv- 










ing thorough’ security. 


ORDER FROM YOUR JOBBER 
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“Yankee” Display 

“Yankee” has announced a depar- 
ture in packaging screw drivers. 
“Yankee” No. 90, standard blade, and 
“Yankee” No. 95, cabinet style, are 
now packed four screw drivers of one 
size in the “Yankee” Merchandiser. It 
opens ready to display on counter or in 





window. These Merchandisers are sup- 
plied at no extra cost in blade 
length as follows: No. 90—1%4, 2, 3, 
4, 5, 6, in.; No. 95—2%, 3%, 4%, 
54%, 6% in. These merchandising dis- 
plays are not assortments but are new 
standard packing of screw drivers in 
one-third dozens. No. 90 is made in all 
blade lengths up to 30 in. and No. 95 
in all blade lengths up to 15% in. 
Regular half-dozen packing will be 
continued in all sizes. North Bros. 
Mfg. Co., Philadelphia, Pa. 


Cory Tray Set 

As a gift combination with the Cory 
coffee brewer, a De Luxe Tray Set is 
being offered, consisting of a “Bent- 
wood,” tray, finished in walnut and 
spacious enough to hold the Cory Prin- 
cess electric model with sugar and 
creamer to match. Each of the glass 
pieces is marked with chromium 
striping. The chromium of electric 
unit base, handle bracket, and decanter 
cover contrast with glass and polished 
black Bakelite of the funnel holder, de- 
canter handle and knobs on base. Glass 
Coffee Brewer Corp., 325 N. Wells St., 
Chicago. 





Chicago Spring Hinges 

Catalog No. 55—60 pages of illus- 
trations, diagrams and specifications 
Chicago Spring Hinge Co., 1500 Car- 
roll Ave., Chicago. 


Sponge Sales Manual 


“The Story of Sponges and The 
Story of Chamois” is the title of a new 
sales manual designed. to equip sales 
people with information to help them 
sell more sponges and chamois. Schroe- 
der & Tremayne, Inc., 500 N. Com- 
mercia! St., St. Louis, Mo. 


Wooster Display Unit 


This No. 10 Variety Vendor has been 
added to the nine units available in the 
Wooster Brush 3-Point Merchandising 
system for selling a complete simplified 
line of 26 numbers. It contains varnish 
and wall brushes to retail for 10 cents 





to $1.10. It contains a total of 63 
brushes and has a total retail value of 
$25.70. All brushes in this new unit 
are interchangeable in all displays and 
the entire 26 numbers are also available 
individually in open stock, thus reduc- 
ing total investment required by dealers 
in their paint brush stocks. The Woos- 
ter Brush Co., Wooster, Ohio. 


Pike Pole Attachment 





No. 1-WE—a drop forged pike with 
hardened point that has been designed 
for the Bartlett No. 1-WE combination 
pruner and saw. Pike fits extra sec- 
tions and the self-locking sleeve se- 
curely holds pike in place when testing 
poles. Although regularly furnished 
with round ferrule, the P-156-2 rec 
tangular ferrule may be had upon re- 
quest. Pike size, 8-in. overall. Bart- 
lett Mfg. Co., 3003 E. Grand Blvd., D>- 
troit, Mich. 


Portable Electric Ironer 


A Handee portable electric ironer is 
the latest development announced by 
the Chicago Wheel & Mfg. Co., 1101 
W. Monroe St., Chicago, Ill. Because 
of its extremely light weight—only 25 
lbs.—any woman can carry it, and it 
can, therefore, be used in any room of 





the home. Because of the ironer’s sim- 
plicity in operation, no previous experi- 
ence is necessary to obtain good re- 
sults. The machine has only two con- 
trols; one for the heating element and 
the other, a patented elbow lever which 
brings the shoe into contact with the 
roller. A touch on this elbow-control 
lever starts or stops the ironer. Both 
hands are left free to guide the clothes 
The retail selling price of the Hande 
ironer is $26.95. The company is mv- 
keting this item along the same line: 
as the Handee Tool of 1001 Uses, which 
includes consumer advertising in na- 
tional publications, controlled distribu- 
tion through independent outlets, pro- 
tected dealer profits and stabilized con- 
sumer prices. 


Universal Automatic Irons 


Has round heel which is wrinkle 
proof; non-skid knurled heel rest; per- 
manently attached cord, finger-tip auto- 
matic control; tapered point and _ bev- 
eled edges; air-cooled natural ° grip 
handle. Maker states it‘ has a 20 per 
cent larger ironing surface yet is no 
heavier than other light and standard 
weight irons. Made in two models: No. 
E7163 lightweight, 1,000 watts, and No. 
E7866 Standard-weight, 800 watts. Lan- 
ders, Frary & Clark, New Britain, Conn. 
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This New PERFECTION Wick 


Improves Oil Stove 
Performance 


THE NEW—wick 
construction with 
extra center ply 
of vertical cords, 


THE OLD—2 ply- 
wick construction. 
Arrows indicate 
irregular path « 


of oil through allowing free 





woven cords. passage of oil. 


Due to shortened oil path and greater capil- 
larity of straight vertical cords, the new and 
patented Perfection wick produces (1) a quicker, 
hotter flame (2) steadier flame adjustment 
(3) more uniform flame (4) a more accurate 
fit in the wick tube. 

Only the new Perfection wicks can produce 
such performance. Only by selling Perfection 
wicks can you be sure of customer’s greatest 
satisfaction. A genuine Perfection wick can be 
identified by the red triangle trademark and the 
name “Perfection” stamped on the wick itself. 


Builrtor Perfection, Puritan and Ivanhoe Oil 
Cookstoves and Water Heaters. New wicks 
are marked No. 331-X replacing No. 331. 


The Mark Gy Quality 
PERFECTION STOVE COMPANY 


7955-B Platt Ave. ¢ Cleveland, O. 
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GRIFFIN 








“Since 1899" 


In practically any application calling for 
butt hinges you will find the item you 
need in the Griffin line. Griffin Hinges 
are offered in a variety of types, sizes and 
finishes that meet requirements of resi- 
dential and commercial buildings. Cata- 
log sent on request. 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS: 
NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 


CHICAGO: 162 N. Clinton St. 


SAN FRANCISCO: 703 Market St. 

















Courtesy Perfection Stove Co. 
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Modern oil-burning refrigerators and oil ranges are 
“naturals” for hardware dealers having a rural trade. 


Cultivating Business 
in Farm Homes 


Here's an angle to the problem of 
rural refrigeration that should 
aid the hardware dealer in build- 
ing his sales of major appliances 


beyond the hi-power lines. 


\ N THEN Mrs. Gray, who has 
high-line electricity, gets 

a modern refrigerator, 

Mrs. White, Mrs. Brown and Mrs. 
Blue, who live off the main high- 
way, turn green with envy. And 
that’s where the hardware mer- 
chant has a chance to cash in— 
by showing them that the modern 
oil-burning refrigerator is most 
economical to operate and gives 
just as complete refrigeration. 
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Provided, of course, that the hard- 
ware merchant is the accredited 
dealer and oil-burning refrigera- 


‘ tors certainly are logically sold 


by hardware dealers. 

One need but consider the sub- 
ject a moment to realize that the 
need for refrigeration is greater 
in rural homes than in city homes, 
because of the impracticability of 
making frequent trips to markets. 

Farmers generally are now 


By A. H. DREHER 


aware of the fact that for a large 
majority of them electrification is 
a long way off, and in millions 
of cases permanently beyond their 
reach, except through the medium 
of the home lighting plant, be- 
cause of the prohibitive cost of 
line construction and service in 
sparsely settled regions. They 
realize that, whereas most of them 
have modern farming machinery 
and equipment, their wives still 
are using the inadequate make- 
shifts for food cooling that were 
used by their grandmothers. Un- 
til comparatively few years ago, 
when the oil-burning refrigerator 
was introduced, the only means 
of refrigeration—ice—was uneco- 
nomical because of the inconve- 


HARDWARE AGE 











nience and expense of securing an 
adequate supply. 

Kerosene for the oil-burning re- 
frigerator is available everywhere, 
and for that reason it is a fuel 
which has a strong appeal to the 
average farmer—he can buy it 
where and when he pleases and 
is noi obliged to enter into a con- 
tract. 

For hardware dealers who have 
rural trade or who are prepared 
to go after it, the oil-burning re- 
frigerator may well be a “life- 
saver.” 


A Large Market 


That there is a large market 
is obvious, but how to cultivate 
it is not so obvious, excepting that 
the dealer may well take a leaf 
from the book of experience based 
on “specialty selling.” Refrigera- 
tors are not over-the-counter mer- 
chandise. They can best be sold 
by “door-step demonstrations.” 

In the sale of major household 
equipment to rural homes, the 
hardware dealer is in far more 
favorable position than the aver- 
age firm whose entire business is 
the sale of such equipment. The 
hardware merchant’s salesman who 
contacts farmers in their homes 
will find many opportunities. to 
sell other equipment—farm ma- 
chinery, pumps, plumbing, sinks, 
and other iiems — particularly 
modern oil ranges to match the 
oil-burning refrigerator. 

Suppose the dealer’s salesman 
is calling on a farm housewife 
and she remarks that they cannot 
afford to buy a refrigerator until 
her husband has bought the feed 
grinder he needs. To the average 
specialty selling salesman _ that 
would mean “no sale.” The hard- 
ware merchani’s salesman, how- 
ever, recognizes the opportunity 
for his employer to make the sale 
of the feed grinder. 

Suppose the housewife wants 
first to have a running water sys- 
tem. The hardware merchant has 
an opportunity to make that sale, 
and not that alone but also the 
plumbing and kitchen and _ bath- 
room fixtures that usually go with 


it, and an_ oil-burning water 
heater. 
It should not be taken from 


this, however, that the man who 
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calls on prospects need merely be 
an order-taker. Far from it. The 
answer to the do-you-want-to-buy- 
anything-today attitude so often 
taken by so-called salesmen usual- 
ly is an emphatic “no.” People 
don’t want to buy—they don’t 
want to spend money. But there 
are certain “wants” that they 
would like to satisfy. They will 
not buy a refrigerator merely be- 
cause it is operated by electricity 
or by oil burners—their only rea- 
son for buying it is that it will 
do something for them: save food, 
time, money or labor, or all those 
things. No matter how great the 
farm housewife’s need may be fer 
an oil-burning refrigerator, she 
probably will buy it for one spe- 
cific reason—its savings, its con- 
venience or its assurance of the 
health and contentment of her 
family. She probably doesn’t 
know how much she really needs 
one. She must be “sold,” and the 
way to “sell” her is to concen- 
trate on one item—not by saying 
“Do you need any oil ranges, 
refrigerators, washing machines or 
cream separators today?” in the 
tone of the drug store clerk who 
says, “Anything else—tooth paste. 
shaving cream, razor blades?” 


Specialty Selling 


The purchase of a refrigerator 
is a “considered” purchase. And 
that brings us to an important 
part of “specialty selling.” The 
salesman whose calls with a de- 
vice such as an oil-burning refrig- 
erator are preceded by mailing 
pieces telling the prospect about 
the refrigerator and creating a 
desire to own one, will find his 
work both easier and faster. 

All in all, oil-burning household 
equipment is “a natural” for hard- 
ware dealers serving the rural 
areas. 


Coupon Clippers 


The “coupon clipper,” in the last 
analysis, is an American citizen who 
worked and saved. . . . There are 
64,000,000 such “coupon clippers” 
and it is time for them to get up on 
their hind legs and howl—and vote! 
—Samuel B. Pettengill, member of 
Forbes. 


Congress from Indiana. 
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“Insulgrip” 
have 
molded, fluted composi- 
tion handles which 
offer perfect insulation 
and firm grips. There’s 


the 


“Insulgrip”. The blades 
heat 
treated and polished 
steel give outstanding 


Here’s a leader you 
can feature with pride 


THE VLCHEK TOOL 
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Put Yourself in Circulation 
By SAUNDERS NORVELL 


ONE dollar bill in a safety 
A depo: it box not only is not 

an asset, but in fact a lia- 
bility because you have to pay for 
the rental of the box in which you 
keep it. A one dollar bill in cir- 
culation becomes many dollars. 
Suppose for instance, a one dollar 
bill makes ten purchases from 
hand to hand in one day. There 
are ten profits for the dollar. 
There are ten <atisfactions for the 
buyers. That dollar bill, therefore, 
is an asset. 

I am not a statistician, and the 
weather has been too hot to study 
statistics, but | am wondering if 
one of the leading causes of the 
depression has not been the slow- 
ing up of the circulation of one 
dollar bills. It is inconceivable 
that we would have a depression 
or unemployment if all of the dol- 
lars in the country were in active 
circulation. Just think what a 
boom we would have if everybody 
started using all their one dollar 
bills. 

The banks are loaded down with 
money. On a regular checking 
account the banks do not pay any 
interest. Savings banks pay such 
small interest that when income 
taxes are paid out of your interest 
practically nothing is left. There- 
fore money on deposit, as far as 
doing any good is concerned, is 
just as dead as a dodo. 

However, the object of this ar- 
ticle is not to write a financial 
e say. My thoughts have just been 
on plain “circulation” as applied 
not to money but to individuals. 
As I have meditated on this sub- 
ject, it seems to me that many men 
in the world have grown great and 
remained yreat as long as they 
kept circulating. When they 
stopped circulating, then they be- 
came as dead as a dollar bill in a 
safety deposit box. Here are a 
few cases from history. 

Alexander the Great put himself 
in circulation and conquered all of 
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the known world of that time. 
Julius Caesar put himself in cir- 
culation and to the despair of 
school children wrote his essay on 
Gaul. You will remember that 
Caesar, like all analytical thinkers, 
started out by dividing his subject 
into three parts. Then he pro- 
ceeded to dissect each part sepa- 
rately. If Caesar had never circu- 
lated, he would never have gained 
control of the Roman Empire of 
that day. 

Napoleon Bonaparte from his 
earliest youth put himself in cir- 
culation. It is stated that he spent 
some time in obscurity in England. 
Then as he grew in power, he pro- 
ceeded to circulate very aggres- 
sively all over Europe. The Eng- 
lish, after Waterloo, put him ou! 
of circulation on the i:land of St. 
Helena. Probably lack of circu- 
lation was the actual cause of his 
death. 

Attila, the king of the Huns, 
circulated. His circulation came 
to an end at the battle of Chalons 
in France. Charlemagne was an- 
other old-time circulator. 


Notable Examples 


I must admit that in these days 
I myself get a good deai of my 
circulation by reading the papers 
and studying how great living men 
of my generation are keeping 
themselves in circulation. For in- 
stance, there is my friend Nicholas 
Murray Butler of Columbia Col- 
lege. It seems to me that I never 
pick up a newspaper without read- 
ing that Nicholas is sailing for 
Europe or is just returning. He 
always gives the newspaper men 
good advice for the country when 
he leaves and when he returns. 
And take Charles E. Schwab. He 
used to be a great circulator. I 
would alo read of his departures 
and returns in the newspapers. In 
those days he always had a for- 
mula for the newspaper men. He 


was always cn optimist, <nd al- 
ways predicted prosperity. Lately 
Schwab must have settled down in 
his armchair because | don’t read 
any more about his comings and 
goings. 

The man who draws the largest 
salary in the United States today 
is Mr. Watson, head of the Inte1- 
national Business Machine Com- 
pany. Mr. Watson draws a regu- 
lar salary of $300,000 per annum, 
and also a bonus. One day I hear 
him speak here in New York. He 
always seems to pick out large 
gatherings. Then it seems almost 
the ncxt day he is reported mak- 
ing a talk to the Board of Trade in 
P: ris. Then he is in Budapest, 
and finally turns up in Berlin. Mr. 
W. -on is without doubt the great- 
est salesman in the world. He is 
not just circulating for pleacure. 
He is circulating for profit. Don’t 
forget when you read of the great 
prosperity of this business ma- 
chine company, these people sell- 
ing office equipment, that a very 
large part of their business is with 
governments. Since the govern- 
ments of the world have learned 
the trick of taxation, they have had 
to keep voluminous records. There 
is a lot of addition, subtraction, 
multiplication and division. All 
of this is being done by modern 
accounting machinery. That is why 
I imagine our friend Mr. Watson 
sits next to kings, presidents, etc., 
at banquets. Probably between 
courses he may say to the presi- 
dent of some country:—“By the 
way, Bill, don’t you need a new 
line of adding machines?” 

Then I see another friend of 
mine, Charles Bedeaux, the or- 
ganizing expert, the man who 
spoiled the contemplated trip to 
the United States of the Duke and 
Duchess of Windsor, or rather 
whose trip was spoiled by the la- 
bor unions because they did not 
like Bedeaux and his ideas. Bedeaux 
has always been a great circulator. 
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CT RTS 


HERE’S HOW 
To Obtain 
Business NOW! 


Distribute information of your 
products or services to all your 
prospects and customers at fre- 
quent intervals. Never let up edu- 
cating them on the merits of 
what you have to offer. 








Remember there is no greater or 
more important business than 
that of disseminating informa- 
tion—He who does this well— 
Prospers! 


And if your information is to be 
sent to wholesale and retail hard- 
ware dealers and other distribu- 
tors in the hardware trade we feel 
certain we can help you. 


For we have available to you an 
addressing and mailing service, 
and can supply you with mailing 
lists, that we do not hesitate to 
say will assure your Direct Mail 
Sales Promotion Advertising 
maximum success. 

We shall be glad to give you the 
details. 
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Direct Mail Addressing Department 
239 West 39th St. + New York, N. Y. 
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MYERS 


Greenhouse and 
Estate Sprayer 






A One-man 
Sprayer 









MOTOR New—seasonable—and ready to bring 
OR you more sprayer business in your 
ENGINE localit 
POWERED. ¥ 
A compact, completely equipped, port- 
STEEL able, one man sprayer with folding 
outiie handles developed by Myers for inside 
TIRED spraying where aisles are narrow—for 
WHEEL. outside use in spraying small trees, 
shrubbery. gardens, vines and flowers 
dae. —ideal for whitewashing—practical for 
HOUSES, applying oil to golf course sand traps— 
ESTATES, other uses too numerous to mention. 
GOLF Sell it to greenhouses, estates, nurseries, 
COURSES , 
AND golf courses and other places where its 
MANY advantages will be quickly recognized. 
SIMILAR Circular and complete information on 


USES. 


request. 


“ il, 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 
PUMPS — WATER SYSTEMS— HAY TOOLS— DOOR HANGERS 
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He has offices not only in the 
United States but in various coun- 
tries in Europe. Now I see from 
this morning’s paper that he took 
a contract from Turkey to organize 
that country. He is also now in 
Athens negotiating with the Greek 
government to organize them in- 
dustrially. 

Years ago when Bedeaux had 
just started I happened to meet 
him in the offices of a concern in 
which he was working. He was 
then a young man. His reports of 
what was needed in this business 
were turned over to me, and I was 
surprised at the thoroughness with 
which he had done his work. After- 
wards it fell to my lot to continue 
the reorganization, and I here wish 
to bear witness to the help I re- 
ceived from these Bedeaux reports. 
At that time he was unknown. 
How little I thought that the young 
man who supplied these reports 
would some time become famous 
and be the associate of dukes and 
duchesses. Bedeaux did not de- 
posit himself in any safety deposit 
box. He kept himself in circula- 
tion. 

Of course in writing this illumi- 
nating article on circulation I 
would fail at my task if I did not 
pay my respects to the greatest 
family of circulators the world has 
ever known. First of all there is 
Eleanor Roosevelt, Public Circu- 
lator No. 1. I read her articles 
every day just to find out where 
she is, and then to get her impres- 
sions. She does not attempt any 
fancy writing. She just tells what 
she does and what she _ thinks 
about. But most of her articles 
you will find are about her en- 
gagements. Poor Eleanor, she just 
seems to be out of breath, rushing 
from one engagement to another. 
Now I am sure she has done a lot 
of good in this world, for the sim- 
ple reason she has met so many 
common, ordinary people. She 
has met them on their level. 
She has shaken hands withthem. She 
has danced at country dances with 
farm boys. Of course some of her 
class lift their eyebrows and say: 
“How undignified for the ‘First 
Lady of the Land’.” Well, dignity 
at one time was a great stunt. A 
lot of people got away with dig- 
nity, but today dignity is in the 
discard. 
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My secretary having gone away 
on her vaction, I was left high and 
dry. I had written enough in ad- 
vance to cover my obligations in 
that line. Summer mail is light. 
So it occurred to me that I would 
do something I had been wanting 
to do for a long time, that is to 
read early American history. We 
Americans are woefully ignorant 
about the American Revolution. I 
have asked a number of young 
people, college girls and boys, who 
was James Otis. They had never 
heard of him. Now I have just 
read that James Otis was the 
leader in Boston who instigated 
the Boston tea party, which in turn 
led up to the battle of Bunker Hill. 
Incidentally, I also read that the 
battle of Bunker Hill was not 
fought on Bunker Hill at all, but 
on Breed’s Hill. 


George Washington 


The point I am driving at in 
my roundabout way, is that when 
George Washington was elected 
the first President of the United 
States, he held a reception. He 
was dressed in silk and satin. He 
wore silk stockings. By his side 
was a long sword in a_ white 
leather scabbard. On his head he 
wore a bag wig, and this wig was 
heavily powdered. Washington 
stood at the reception but no one 
was permitted to shake hands with 
him. No matter how well he knew 
his guests, when they approached 
he gave them a non-smiling bow. 
He was the personification of dig- 
nity. The historian writes that his 
dignity wou!d have been ridiculous 
today, but in those days people 
were accustomed to the symbols 
of kings and rulers, and it was 
necessary to impress them with the 
dignity of their new President. 
Don’t forget in this connection, 
that Washington was offered a 
crown. It was suggested that he 
become king of the United States. 
He turned down this idea with 
scorn. 

Just in passing, let me say that 
what is needed in this country to- 
day is a small, fifty cents a year 
monthly magazine of pocket size. 
devoting itself to the history of 
the United States, this pamphlet to 
be circulated among the children 
and young people of the country. 
Of course older people in the fam- 


ily would read this pamphlet if it 
were sufficiently interesting. It is 
my impression that the schools 
and colleges of the country have 
been doing a rotten job in educat- 
ing the young people in the his- 
tory of this country. How many 
people, for instance, know that 
when the colonies were dead 
broke, when there was not a dollar 
in the Treasury, when the Colonial 
soldiers were deserting in droves 
because their wages were not paid, 
that George Washington, a very 
rich man at that time, offered and 
guaranteed with his entire per- 
sonal estate and fortune to see that 
these wages were ultimately paid. 
Talk about patriotism! He risked 
his life because if he had failed 
he would have been hanged, and 
in addition to this he voluntarily 
risked his fortune to establish this 
country. Many of the other lead- 
ers of that time did the same thing. 
I could write a lot on this subject, 
because in these hot days and 
nights my mind has been full of 
the early history of this country 
and of the sacrifices made by the 
men of that day. No story is more 
romantic or dramatic than our 
story, and if this story were only 
known to the average person of 
today we would hear much les of 
communism. What we have in 
this country today was bought at 
a high price in patriotism. The 
men of those days, Washington, 
Jefferson, Hamilton, and many 
others, were unusually great men. 
They all circulated. Washington 
was away from Mt. Vernon six 
years. 

Ask the school children in your 
family what happened in Inde- 
pendence Hall in Philadelphia. | 
will wager that their lack of 
knowledge will astound you. I 
wonder if you yourself know. 

All this has a bearing on circu- 
lation. Today in this country there 
is the greatest movement of people 
from one place to another that has 
ever been known. Stand on any 
of our great national highways 
and watch the automobiles pass. 
Everybody circulating. This past 
summer there were 200,000 trail- 
ers traveling over the country. Do 
you know that following the World 
War, of the great migration of 
negroes that left the South and 
circulated northward. I have read 


HARDWARE AGE 








the 
the 
in 


the 
otk 


to 

on 
ag 
ha 
oul 
nit 
tra 
thi 
the 


lor 


vot 
pir 
da’ 
wo 
eve 
No 
ex] 
tio! 


on 
ina 
hee 


acr 
ess. 
we 


the 
der 


cir 


you 
wh 
mel 
did 
wel 
son 
can 
you 
frie 


hav 
in ¢ 
frie 
frie 
by 
thai 
Aft 


est 


aw | 


how 


AU 








the figures and the implications of 
the changes that have taken place 
in the negro race on account of 
their circulating, of their getting 
away from their old homes in the 
other parts of the country. 

Of course all of my articles have 
to have some pretense of bearing 
on the hardware business. Long 
ago I wrote that what the retail 
hardware trade needed was to go 
out after trade in their commu- 
nity instead of waiting for the 
trade to come to them. Now I find 
this suggestion is being pushed by 
the various trade associations. A 
long time ago I wrote about ten 
million women in this country de- 
voting two hours a day to shop- 
ping. Twenty million hours a 
day of shopping by the American 
women who buy 85 per cent of 
everything used by the family. 
Now I find this idea is also being 
exploited by some of the conven- 
tion speakers. I am reminded of 
my old friend Elbert Hubbard who 
once wrote: “Every idea is orig- 
inal with me when I have only 
heard it once!” 

The point I am trying to put 
across in my feeble way, in this 
essay on circulation is that when 
we stop circulating we had better 
make arrangements for a nice lot in 
the cemetery and pick out an un- 
dertaker. If our blood does not 
circulate, we are dead. 


A Check Up 


Did you ever, in thinking of 
your friends, check back to see 
where you met them and how you 
met them? Once upon a time you 
didn’t know them at all. Then you 
went somewhere and you met 
somebody and that somebody be- 
came a warm friend and enriched 
your life with the happiness of his 
friendship. If you were locked up 
in a prison cell you would never 
have met that friend, but you were 
in circulation and so you met. Our 
friends move away, they die, 
friendships cool off, and it is only 
by keeping ourselves in circulation 
that we can make new friendships. 
After all, friendship is the great- 
est thing in life! 

Now to get back to cold com- 
mercialism, all of us, no matter 
how hardboiled we pretend to be, 
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buy from our friends. There was 
an old tailor who made my clothes 
for years. He overcharged me. I 
used to argue with him about how 
foolish I was to pay his prices. 
But he did wonderful work and 
the clothes lasted. So notwith- 
standing all my threats to quit, | 
stuck to my tailor friend. We be- 
came real friends. We were such 
good friends that when he went to 
the hospital, recovered and _ re- 
turned to his shop he gave me a 
laying out because I hadn’t called 
on him at the hospital. He told 
me he had told his daughter to 
send word to me where he was, 
but I never received word. Now 
he has passed away, and_ the 
clothes I wear are not as good as 
they used to be. I am just illus- 
trating how friendships come from 
contacts, 


Service Clubs 


Some highbrow people turn up 
their noses when you speak of the 
Lion’s Club, or the Kiwanis, or 
the Rotary. They say: Have vou 
attended any of their meetings? 
Aren’t they terrible?” To this I 
answer: “That is all right, but just 
think of the friendships that are 
made in these organizations.” 

In looking through my books 
the other day I picked up a vol- 
ume by Walt Whitman, “Leaves of 
Grass.” Now, there was a real cir- 
culator. He believed in the open 
road. When I read Whitman after 
knowing Elbert Hubbard I found 
where Hubbard got most of his 
inspiration. Hubbard was another 
circulator. He died on a ship. 

But I am overstaying my wel- 
come. The whole point of this 
article is that what the retail hard- 
ware dealer of this country needs 
more than anything else, upon the 
whole, except the women’s buci- 
ness, is to do more circulating in 
his community. Oh yes, I know 
But just the 
same, get out that old tin Lizzie 
of yours and go circulating around 
in the town and the country, and 
you will find the friendships you 
will make will 


how busy you are. 


help business. 
Speaking of circulation, how about 
the sun, the moon, the earth, the 
‘tars—This is some subject! 





ARMSTRONG 


DROP 


rorceo WRENCHES 


With 51. types always in stock 

. . all millings, all sizes from 
tiny miniatures to great 2-man 
wrenches . there are standard 
ARMSTRONG WRENCHES 








readily available to meet any 
normal industrial requirement 
And, for those special demands, 
calls for special wrenches and 


special millings. an ample stock 





of forged wrench blanks is maintained 
to assure delivery on short notice. 
ARMSTRONG Wrenches are quality 
wrenches drop forged from special 
analysis steel, improved in designs, 
in proportions and balance. They are 
heat treated, hardened and _ finely 
finished in black baked enamel with 
heads ground bright and plainly marked for 
size. They are stronger, finer tools, still cost 
no more than other quality wrenches 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 Francisco Ave., Chicago, U. S. A. 


Eastern Warehouse and Sales: 
199 Lafayette St., New York 


San Francisco London 


eed Way 


GRINDER 


el 
Real Quality Miniature Tools 
Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
erackel steel body, handles 4” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. % double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
ease, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis- 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 

















Every SpeedWay Grinder 
sold builds repeating 
accessories business 


DRILL AND 
GRINDER SET 


1495 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., 
Cicero, (linois. 
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The Home Insulation Market 
Is Worthy of Active Sales Effort 


Estimated that only 5 Per Cent of Existing Homes are Now 

Insulated. Home Insulation Pays for Itself through Fuel Sav- 

ing and Greatly Increases Home Comfort both in Winter and 

Summer. It is a Large Market for Hardware Dealers to Develop 
and Promises Substantial Volume at a profit. 


ARDWARE stores can sell 
H h o me insulation—profit- 

ably—and should make it 
a staple line. Building insulation 
is wanted by home owners, in- 
cluding most of the 26,000,000 
families living in existing dwell- 
ings and the 400,000 families that 
will move into new houses this 
year. Whether they own their 
houses or rent, they want the com- 
fort of good insulation. 

It is probable that 95 out of 
every 100 people who enter a 
hardware store are prospects for 
insulation, for probably not over 
5 per cent of the existing houses 
are adequately insulated. Ap- 
proximately half of these custom- 


When Air-Met has been installed it can be covered 
with regulation building paper or with any other de- 
sired materials to finish off the room space—as shown 
below. 
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ers own their homes and can buy 
insulation for themselves. The 
other half can turn the heat on 
their landlords! Every one of 
the 400,000 new houses is a mar- 
ket for insulation, for no new 
house is up-to-date without it! 

The home owners have another 
good reason for wanting to in- 
sulate their houses. They have 
learned to understand that this 
saving is so real and important 
that an investment in insulation 
soon pays for itself and then keeps 
on returning money to their pock- 
ets for years to come. 

Professor G. L. Larson of the 
University of Wisconsin and for- 
mer president of the American 


See above. 


Society of Heating and Venti- 
lating Engineers, figured the sav- 
ings which he would make if he 
insulated his own home eight dif- 
ferent ways. He showed returns 
on his investment ranging from 
91% per cent to 73 per cent, ac- 
cording to the work done, and 
annual cash savings in fuel rang- 
ing from $9.00 on a $51.00 mini- 
mum insulation job up to $160.00 
on a thorough job costing $390.00. 
Every method he figured showed 
that the work would pay for itself 
in from 14% years (for storm 
sash) up to 101/3 years. On the 
average it takes under 5 years to 
pay back the cost of good insula- 
tion. Where can a man find a 





Conveniently packed Air-Met home insulation has 
scale printed on it. 
and cut off the necessary length with snips or scissors. 


Measure the space to be covered 
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RICH LADDERS 
for Extra, Fall Sales 


Be prepared for the fall needs 
of your customers. 


RICH provides features 
found in no other ladders— 
features that have established 
RICH as the SAFEST spruce 
ladders built. 


Get your share of these extra, 
quick sales and profits. See 
your jobber or write—Now! 


THE RICH LADDER 
& MANUFACTURING CO. 


1028 Depot Street 
Cincinnati, Ohio 
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ONCE a housewife has used utensils made of this mod- 
ern wonder metal, she is not content until every 
utensil in her kitchen is Carlton Stainless Steel. She 
becomes a regular and consistent buyer. And so sales 
multiply for the store that sells Carlton Ware, the most 
complete line of stainless steel utensils on the market 
today. See your jobber. 


The Carrollton Metal Products Co. 
Carrollton, Ohio 


CARLTON 


STAINLESS 


CHROMIUM 
AND NICKEL 


WARE 
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Cf iD PHILLIPS 


RECESSED-HEAD SCREWS 


Because Corbin has been the leader in screw manu- 
nen for a lifetime. Your customers want these 
new self-centering, slip-proof Phillips Screws—and 
they'll welcome the assurance of dependability 
guaranteed by the Corbin name. 

The tapered head and driver fit exactly — 
reduce spoilage, improve speed, holding 
power, appearance. 

Licensed to be manufactured and sold 
under Patent Nos. 2,046,837 —2,046,838 — 
2,046,839 — 2,046,840 — 2,046,843. Other 
domestic and foreign patents allowed 
and pending. 


























THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 


New Britain, Connecticut 


Dayton, Ohio Warehouses. New York Chicago 


Western Factory 


Popular 


Nutcracker 


Fastens 
to bench 


or table No. 9576 





. cracks all kinds 
. cracks shell only, 
Made of cast iron with mal- 


The most powerful of all nutcrackers . . 
and sizes of nuts. Easy to operate. . 
leaving nutmeats unbroken. 


leable iron lever. Nickeled finish. Packed one in a box .. . 
1 dozen to a case. A very popular quick-selling item. 


Write for Details... Order from Your Jobber 


ARCADE 


ARCADE MFG. CO. 





1201 SHAWNEE ST. 
HARDWARE & TOOLS FREEPORT, ILL. 
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A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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TIP-TOP soos 


Only a 25¢ item—but it moves so fast 

it is a real money-maker for you! Sells 
Itself! Unique display board shows 
what it does—how thoroughly it does 
it. Demonstration panel contains 
samples of china, glass, metal, leather, 
wood, etc., securely soldered with TIP- 
TOP! Customers have PROOF it 
hardens like metal... has a grip of 
steel . . . gives a weld-like bond with 
many materials. Works wonders 
mending broken articles, stopping 
leaks, etc. Water-proof and gasoline- 
proof. 


ORDER FROM Get the TIP-TOP board to 


coining profits for you. Ask 


YOUR JOBBER your jobber salesman. 


TIP-TOP PRODUCTS CO. 
Dept. F Omaha Neb. 
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better home investment today? 

Hardware stores reach the great 
insulation market better than any 
other retail outlet. They have a 
Main Street location. They have 
show windows. They have pros- 
pective customers entering their 
store every hour of every day. 

The more progressive hardware 
merchants have already entered 
the insulation field. A recent sur- 
vey showed that approximately 
20 per cent of the larger stores 
in the area studied handled build- 
ing insulation, with sales running 
up to $4,000 annually. 

The fact that insulation offers 
a desirable market is indisputable. 
Its sale leads to other sales—of 
tools, nails, hardware, paints for 
redecoration or for finishing attics 
that have been made livable, and 
a host of other supplies. The only 
question is what type to handle 
and that depends on the store’s 
facilities in space. 


Modern Package 


Several modern insulation ma- 
terials are now packaged so com- 
pactly that they can be handled 





in the store itself. One new type 
has been packaged to sell over the 
counter! 

Reflective insulation referred to 
in a preceding paragraph as a 
compact, packaged product is 
made of reflective aluminum 
sheets, itself a light material. 


Counter Merchandise 


The introduction of counter 
package insulation is of marked 
significance to the entire retail 
hardware industry. “Air-Met” is 
the first product to enter the mar- 
ket in this form. It lends itself 
particularly to the hardware trade 
because no special equipment or 
experience is required to install 
it. Any carpenter or mechanic, 
armed with tin-snips, a hammer 
and tacks or an automatic stapling 
device, can make an installation 
at low labor cost. 

The principle on which the ma- 
terial insulates is well recognized. 
Aluminum has the property of 
reflecting, turning back 95 per 
cent of the radiant heat that 
reaches it across the enclosed air 
spaces in buildings. When “Air- 
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Air-Met home insulation is tacked on one side, inside the stud 
or joist, then stretched to full width and the tacking completed. 


HARDWARE AGE 











oe" mw ® 





Met” is installed, it is expanded 
by tacking one flange to the side 
of a stud, rafter or joint, and 
spreading the pleated material 
across the middle of the air space 
to the opposite side. When this 
occurs, the two layers of reflec- 
tive aluminum are permanently 
spaced | in. apart, providing four 
reflective surfaces and forming 
three insulating air spaces with- 





NK EB aK 
ee ne 
tees 


in the structure. The material is 
clean, leaves no dust or muss 
about the house and enough ma- 
terial to insulate an attic or top 
floor ceiling can easily be put on 
the back seat of a passenger auto- 
mobile. It appeals to the woman 
buyer, an important factor in 
hardware store trade—for it is 
bright, attractive and neat-appear- 


ing. 





Suggested home insulation window display idea for hardware stores. 


Coming Conventions and Events 


American Hardware Manufactur- 
ers Assn. and the National Wholesale 
Hardware Assn. Oct. 17-20, 1938, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ group, and 
George A. Fernley, 505 Arch St., Phila- 
delphia, is secretary-treasurer of the 
wholesalers’ group. 


Contract Builders’ Hardware Dis- 
tributors, National Assn. of, Sept. 
20-22, 1938, at Wm. Penn Hotel, Pitts- 
burgh, Pa. Assn. office at 225-227 Fed- 
eral St., N. S., Pittsburgh, Pa. 


Hardware Golf Association, 13th 
annual tournament at Elms Hotel, Ex- 
celsior Springs, Mo., Sept. 15-17. R. A. 
Sundvahl, 321 W. Randolph St., Chi- 
cago, is secretary. 


Implement Dealers Assns., National 
Federation of, Oct. 11-13, 1938, at the 
Hotel Sherman, Chicago. Herbert J. 
Hodge, secretary, Abilene, Kan. 
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National Small Business Men’s 
Assn. convention, Sept. 13-16, 1938, at 
Syria Mosque Temple, Pittsburgh, Pa. 
Assn. headquarters, 163 N. Union St., 
Akron, Ohio. 


National Wholesale Hardware 
Assn. and the American Manufacturers 
Assn., Oct. 17-20, 1938, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group, and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 


group. 


New York Gift Show, Aug. 22-26, 
at Hotel Pennsylvania, New York City. 


Washer-Ironer Show, first annual 
exhibit sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in January, 1939. 


Western Retail Implement & 
Hdwe. Assn., annual convention, Jan. 
17-19, 1939 at the Municipal Audi- 


torium, Kansas City, Mo. 


TURNOVER 
CHAMPIONS 


Coast to Coast selling champions be- 
cause they are first of all QUALITY 
champions. Keep ample stocks always. 
DAZEY De Luxe 


Formerly SPEEDO 


America’s best value 
in can openers. Guar- 
anteed for 5 years 
huilt to last a life- 
time. 


*$1.79 RETAIL 





ilso, DAZEY Senior *3$1.49 retail and DAZEY 
unior *78¢ retail. 


NEW DAZEY 
BN SEAL 


Amazing new jar, bottle and 
glass opener. Also seals. Needed 
in every home. 


*$1.79 RETAIL 
DAZEY 
SUPER JUICER 


An exceptionally efficient 
juicer for lemons, oranges, ar 
small grapefruit. Striking | ~ Minimum 
appearance. Gets more retail 
juice easier. Automati- 











cally strains out seeds prices — 
and pith. slightly 
*$1.89 RETAIL higher west 

of Rockies. 








DAZEY Sharpit 


Patented twin wheels 
make skill unnecessary 
for sharpening any 
edged tool. A godsend 
in any kitchen. 


*$1.58 RETAIL 
DAZEY CHURN & MFG. CO. *30' Warne Ave.. 








A POWERFUL 
TALKING POINT 


And to this exclusive fea- 
ture are hinged many other 
sales stimulating talking 
points that are making— 








a most profitable item for deal- 
ers everywhere. Backed by a co- 
operative campaign as modern 
as the hinge itself! Write for 
details. 


Soss Manufacturing Co. 
648 E. First Ave., Roselle, N. J. 
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Four Turnovers Last Year on 


a $500 


Homeworkshop Stock 





Here's the year ‘round display that brings profits in hand tools and homeworkshop equipment 


The Ayres & Galloway Hardware Co., Inc., 
Middletown, N. Y., got results with window 
demonstrations and an interior display 


INDOW demonstrations, 
W\ an attractive “front of 
the store” display and 
sales clerks trained in the use of 


homeworkshop equipment were 
big factors in giving Ayres & 
Galloway Hardware Co., Inc., 


Middletown, N. Y., about four 
turnovers last year on a $500 stock 
of power tools and accessories. 
The store handles as complete a 
line as practical, the homework- 
shop stock including everything 
from pulleys to a combination 
bench saw and plane, with 
built in motor, selling at $131.50. 

Of homeworkshop merchandis- 
ing Douglas Kinnear, floor man- 


ager, says, “We carry as complete 
a line as we can and often sell 
out some of the units before re- 
placements come in. Our best 
seller is a lathe at $29.95. This is 
the unit with which most people 
start their homeworkshops. Last 
year we sold 10 of those units. 
We had two demonstrations, last 
year, one in the beginning of the 
fall, the other just before Christ- 
mas. A demonstrator operated 
homeworkshop equipment in one 
of the display windows and peo- 
ple were permitted to walk right 
into the window to talk to him 
and get first hand data as to the 
operation of the equipment. Both 


demonstrations were advertised 
for three days and the most re- 
cent demonstration resulted in 
four direct sales.” 

“One interested spectator at the 
last demonstration bought a band 
saw for $39.95 and a motor for 
$9.00. Another man bought a 
lathe at $29.95, as well as a 
motor. Another customer has 
come in twice since the demon- 
stration to buy equipment he saw 
in use in our display window. 
The first time he bought a lathe 
at $12.95 and on the second visit 
purchased a bench saw at $29.95. 
He also bought a drive shaft, pul- 
leys and other accessories. The 
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demonstration advertisements at- 
tracted one man living 35 miles 
away, who visited the store to 
buy a drill press at $39.00 and a 
motor valued at about $9.00. He 
has since become a frequent visi- 
tor and a regular customer of the 
store. 

At the present time three mem- 
bers of the Ayres & Galloway sales 
staff are competent power tool 
operators and the others are be- 
ing trained in the proper use of 
these lines so that they will be 
able to give convincing demon- 
strations. Power and hand tools 
are displayed in the front of the 
store in front of a colorful back- 
ground on which are enumerated 
the types of homeworkshop tools 
offered in the store as well as the 
brand names of the lines of hand 
tools carried. Related lines such 
as oil cans, blow torches, work 
lights, etc., are plainly displayed 
in the department. Although 
most of the power units are dis- 


played inside the table which bor- 
ders the department, all are clear- 
ly visible to a large part of the 
store and access to the depart- 
ment is easy. Emphasis is placed 
on quality, but the firm also of- 
fers competitive grades of hand 
tools. 

Near the tool and homework- 
shop section is the paint depart- 
ment which was moved to the 
front of the store in 1937 with 
a resultant increase in the sale of 
paint, paint brushes, etc. Improv- 
ing the appearance of the paint 
department and moving it to the 
front helped increase last year’s 
paint and allied lines sales 30 per 
cent over the volume for the pre- 
vious year. When the paint 
department was moved up front, 
paint brushes, paint removers, etc., 
were placed nearer to the paint 
displays than had been previously 
the case, and this also played an 
important part in increasing sales 
for that department. 


A Paint Estimating Guide 
for Hardware Men 


I. DU PONT DE NEMOURS 

e & CO., Inc., Wilmington, Del., 

has issued a paint estimating guide 
that any painter or hardware man 
can use to estimate both the cost of 
material and labor on all types of 
work. The guidegonsists of a column 
of figures sliding through a window. 
Certain figures represent the cost 
of enough material to coat one 
square foot (the price per gallon 
divided by the number of square 
feet the material normally covers) 
and other figures represent the cost 
of enough labor to apply one square 
foot (obtained by dividing the rate 
per hour by the number of square 


enn preenenent 


feet a painter can normally cover 
in an hour with a particular mate- 
rial on a particular surface). 

One side of the guide is for ex- 
terior work and the other for in- 
terior work. The system employs 
key numbers, which when obtained 
give proper figures for taking of 
estimates. The Guide is packed in 
an envelope together with a booklet 
entitled, “How to Use the du Pont 
Paint Estimating Guide,” and a pad 
of work sheets to enable a painting 
contractor to work out his estimates 
in a simple, logical way. These 
sheets also provide a simple job 
record on which information re- 
garding bids may be kept. 
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$3.95 in far 
West and South 


Streamline BEAUTY 
CAPTURES CUSTOMERS 


At last a low price scale stores can 
safely guarantee 


It's sweeping the market everywhere — this 
strikingly beautiful new Hanson Apartment 
Scale! Built on an utterly new mechanica) 
principle. So simple it can't get out of order 
. certified accurate at all weight levels 
+ + + you can give guarantees with absolute 
safety. Full generous profits for you... yet 
you retail this distinctive new scale at a price 
within reach of every customer! 
Weighs to 250 Ibs. by pounds. In four beau- 
tiful colors. Ask your jobber for discounts. 


HANSON SCALE CO. (Est. 1888) 
510 N. Ada St., Chicago 1150 Broadway, New York 











SELL STEWART 
FENCE AND 
OTHER PRODUCTS 


Hardware dealers all over the coun- 
try ate realizing substantial profits 
through the sale of Stewart Iron 
and Chain Link Wire Fence, Lawn 
Furniture, Interior and Exterior 
Railings, Bracket and Pier Lan- 


terns, Folding 
Chairs, Stable 
Fittings and 


other iron and 
wire products. 
Investigate the 
liberal dealer 
plan offered by 
Stewart. You are not required to 
invest money nor carry any stock. 
You sell from Stewart literature. 
There is always a market for Stew- 
art Products. Write today for 
complete details. There is no cost 
and you place yourself under no ob- 
ligation. 





NCES 


The Stewart Iron Works Co., Inc. 
537 Stewart Block 


CINCINNATI a OHIO 
1 “World's Createst Fence Builders Since 1886” 
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Triple Service Build Sales 


(Continued from page 24) 


ior than Mrs. Swayze. The mas- 


culine customers are usually the 


ones who are principally inter- 
ested in the matter of mechanical 
operation while the feminine buy- 
ers, as a rule, are mainly con- 
cerned with the cost of the cur- 
rent it consumes. 

There is a reason why every 
prospect should hear the entire 
story when any special piece of 
elecirical equipment is being dem- 
onstrated. If only a few of the 
outstanding features are brought 
out, the prospect may purchase a 
different make because someone 
else may tell her of some special 
device which the first salesman 
failed to mention. Much has been 
said in condemnation of a stilted 
sales talk. It may not be neces- 
sary to memorize a sales talk, but 
it is absolutely essential that the 
entire contents of the sales story 
be mastered so that not a single 
point is omitted during the con- 
versation with a prospect. 

In order to be sure that the 
prospective buyer gets each point 
that is brought out, it is a good 
idea to have them answer ques- 
tions. “What do you think of this 
cube tray?” or a similar question 
will usually serve to fix the vari- 
ous features in their minds. 


Sales Emphasis 


H. L. Johnston, sales manager 
of Woodruff’s, always emphasizes 
the fact that it is better to ham- 
mer home the real reason for pur- 
chasing an electric range than ii 
is to say too much about gadgets 
and special features. In training 
his sales force, he always brings 
out the fact that people who have 
never operated an electric range 
will not be as enthusiastic about 
its time clock, special lights and 
other devices as they will be about 
its general convenience and clean- 
liness. Pride of possession is also 
an important thing to consider 
when persuading patrons to pur- 
chase any article. When a cus- 
tomer is buying her second elec- 


tric range he believes in empha- 
‘izing gadgets and features. 

He has found that the same 
thing applies to the sale of me- 
chanical refrigerators. General 
convenience should be stressed 
when selling the first one. When 
the customer is in the market for 
another refrigerator one can stress 
special features. Usually, he be- 
lieves, the dealer can sell a larger 
refrigerator on the second sale, as 
the average housewife usually buys 
one of insufficient size when she 
makes her first purchase of one. 

After all, the practical points 
are the ones that most frequently 
close such sales rather than the de- 
tailed explanations relative to the 
unusual gadgets a range or re- 
frigerator may possess. The va- 
rious features should, of course, 
be described, but the sales talk 
should emphasize the fact that the 
range is convenient for cooking 
and that the refrigerator is both 
convenient and efficient. 

Woodruff’s service department 
helps sell equipment and factory- 
trained men answer calls at any 
time. Selling one item of equip- 
ment and giving satisfactory ser- 
vice on it brings the customer 
right back to the store for the next 
purchase. Woodruff’s 80-year rec- 
ord of successful business has 
given the firm the prestige that 
is essential in operating its large 
electrical department with such a 
high degree of success. 


Brain Teasers—Answers. 
(To the questions on page 29) 


HE answer to the brick prob- 
lem is: A brick and a half 
weighs 9 lbs.—one brick 6 lbs. 
The answer to the horses being 
placed in different stalls is: The 
seven horses can be placed in seven 
different stalls in 5040 different ar 
rangements—or 13 years, 9 months, 
19 days—believe it or not! 
The answer to the coin “teaser” 
is: Six coins—a half dollar, a quar- 
ter and four dimes. 
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He Streamlined His Store 


(Continued from page 27) 


the floor, and the strip can also 
be sold as a remnant by the store 
without any noticeable loss. This 
method of display on floor cover- 
ings, says Mr. Van, saves time and 
heavy labor. 

Heavy hardware is also dis- 
played, along with farm tools, in 
a special room at the back of 
the store adjacent to the appliance 
depariment. The heavy hardware 
section has an arched entrance, 
and store traffic is diverted easily 
to sections where there is little 
danger of congestion. The firm 
also does a large business in 
builders’ hardware, which is dis- 
played near the front of the re- 
modeled store. 

In the new setup the store also 
has an enlarged glassware and 
utensil department, neatly deco- 
rated and placed up near the 
front where it catches the atten- 
tion of all women entering the 
store. Mr. Van points out that 
special care has been taken to 





At the left is Mr. Van, owner of the 
store. Every salesman wears a neat 
jacket with his own name on it. 


make the front of the store at- 
tractive to women for they are 
becoming increasingly important 
as hardware store customers. 

The store also has an_ excel- 
lent paint department, some of 
the paint being carried in stock 
in the heavy hardware depart- 
ment, but most of the smaller 
sizes, brushes and accessories be- 
ing placed directly behind the 
main serving counter and the cash 
register. 

Bicycles and toys are also 
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placed up near the front of the 
store to catch the eye of women 
and children. This arrangement 
works out satisfactorily. 

Since April, Mr. Van and his 
store staff all wear neat cream- 
colored jackets, with red trim- 
mings, each jacket bearing the 
name of its wearer. This has 
proved to be a good advertising 
idea and many customers have 
commented favorably upon it. It 
also helps customers to single out 
clerks from customers more eas- 
ily. 

“While we expect that it will 
take a lot of work to equal our 
last year’s sales figure,” states 
Mr. Van, “‘we think we can reach 
it and perhaps surpass it some- 
what with our remodeled store, 
larger stock and better service. 
We are well satisfied with the in- 
crease we have shown the first two 
months since remodeling.” 


Interesting Jugs 


OST of the jugs in this odd 
collection displayed by D. E. 
Lowery & Son at Madisonville, 
Tenn., were made in Tennessee. But 
the straight jug on the left (front) 
was brought from England by 
ancestors of the Rev. William Witt, 
of Madisonville. It bears the fol- 
lowing inscription: “P. and _ J. 
Arnold, London, England. Vitreous 
Stone Bottle. J. J. Ourne and Son, 
patentees, Denby Pottery, near 
Derby.” 
If the round jug in the center 
could talk it could possibly tell 





many strange stories of bloody bat- 
tles witnessed during the Civil War. 
It was carried by a soldier and was 
the kind used by the soldiers for 
carrying water. These jugs were 
known as “canteens.” The other 
jugs, said to be about 100 years old, 
were made in Tennessee. They were 
made of clay and then burned. 








DENISTON 


“Lend Seal’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 









New Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 
Write for FREE Circular Mfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, U.S.A 


ema 
CLIPPER 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 





COOKS 


SMART NAILS 






as a pen knife—all due to 
new “swivel” lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At job- 
bers’. Send for price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 





by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 








THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 
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Highlights of the New Tax Law 


Normal tax on corporate incomes over $25,000 
put at flat 16 per cent. Corporations under 
$25,000 will pay from 12%% to 16 per cent. 
Undistributed profits tax not applicable to 
corporation with less than $25,000 incomes. 


N the last seven years, Congress 

has yet to meet in regular ses- 
sion without giving birth to a new 
tax law. The present session is no 
exception. The stork has just paid 
us the annual visit. Let’s see how 
the newcomer compares with the 
last addition to the family. For this 
purpose, we will just hit the high 
spots and leave the many exceptions 
and qualifications for the experts to 
toy with. 

Let us tackle first the income tax. 
The new law will take root starting 
with 1938. Tax rates on individuals 
have not been touched. The corpo- 
rate picture, however. has _ been 
considerably overhauled. Last year, 
the ordinary corporation was sub- 
ject to a normal tax ranging from 
8 per cent to 15 per cent and a sur- 
tax on undistributed profits ranging 
from 7 per cent to 27 per cent. Now 
the normal tax will be a flat 16% 
per cent on corporations with in- 
comes over $25,000, and on corpo- 
rations with incomes less than $25.- 
000 the rates will be 124% per cent 
to 16 per cent (more precisely, 124% 
per cent on the first $5,000, 14 per 
cent on the next $15,000 and 16 per 


cent on the remainder, with the aver-, 


age rate 14.1 per cent). The un- 
distributed profits tax has virtually 
been eased out of the running. It 
will not apply at all to corporations 
with less than $25,000 income 
which is about 90 per cent of all 
our corporations. Even on corpo- 
rations with more than $25,000 in- 
come, the additional tax on undis- 
tributed profits will be a measly 
2% per cent and then only for 1938 
and 1939. After that, the undis- 
tributed profits tax is doomed to 
pass into the great beyond—unless. 
of course, Congress extends its 
lease on life. 

Lest even this 24% per cent be- 
come obstreperous, many cushions 
have been provided. New deduc- 
tions are allowed in figuring the 
amount subject to the 2% per cent 
tax. These include accumulated 
deficits from prior years, amounts 
appropriated for certain indebted- 
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ness existing at the beginning of 
1938. and amounts that the stock- 
holders consent to report in their 
own returns as dividends without 
need for actual distribution by the 
corporation. Likewise for the pur- 
pose of the 24% per cent tax, 1938 
net losses will be deductible from 
1939 undistributed profits. All told, 
therefore, the corporation tax where 
the income is more than $25,000. 
comes to this: 1644 per cent on the 
distributed profits and (for 1938 
and 1939 only) 19 per cent on the 
undistributed profits, with the un- 
distributed profits figured on a very 
liberal basis from the corporation’s 
standpoint. In 1937, if a corpora- 
tion made $100,000 and paid no 
dividends, the tax was $31,502.80. 
If it paid the $100,000 out as div- 
idends, the tax was $13,840. Now 
under the same circumstances, the 
tax will be $19,000 and $16,500 re- 
spectively. 

Corporations continue to be sub- 
ject to an excess profits tax of 6 
per cent and 12 per cent. However, 
there is an important “unlaxing” of 
the capital stock tax with which the 
excess profits tax hooks in. Here- 
tofore, corporations declared a cap- 
ital stock value once and for all. 
Profits were considered “excess” 
whenever they were more than a 
stipulated percentage of this value. 
Now corporations will be permitted 
to make new declarations of value 
every three years, starting with 
capital stock tax returns due July of 
this year. 


Deductions 


HE deduction for charities has 

undergone operation under the 
new income tax provisions. True 
to the proverb that charity begins 
at home, the deduction will here- 
after be limited to contributions 
made to domestic institutions. In 
the old law, deduction could be 
taken by individuals for payments 
made the world over. Then again. 


the deduction will be allowed only 
in the year of actual payment and 
not, as heretofore in certain cases, 
when the obligation to make the 
payment was incurred. 

The new law attempts to correct 
one of the sore spots of the past 
where taxpayers either get double 
deductions or are taxed twice on the 
same items. This frequently arises 
where deductions are made or in- 
come reported in the wrong year or 
by the wrong taxpayer and it is too 
late under the law to go back and 
correct the situation. The new act 
says that for this particular pur- 
pose, it shall never be too late and 
that the additional tax or refund on 
the corrected basis shall always be 
made. However, returns prior to 
1932 cannot be reopened. 

Under the old law. salaries of 
more than $15,000 to corporate of- 
ficers and employees were pub- 
licized. Hereafter, disclosure will 
be made only of amounts $75,000 
and up. 

Income taxes were not the only 
ones raked over the coals. Others 
came in the limelight too. For ex- 
ample, in the case of gift taxes, 
there is at present an exemption of 
$5,000 for each donee each year. 
Beginning with 1939, the exemption 
is cut to $4,000. Furthermore, 
there will be no exemption at all to 
gifts made in trust. As regards 
estate taxes, the new law seeks to 
make it easier for estates to pay 
the taxes by allowing a possible ex- 
tension up to ten years with inter- 
est at 4 per cent, against eight 
years and 6 per cent interest here- 
tofore in the law. 

Many of the excise taxes are re- 
pealed, effective after June 30, 
1938. These include the taxes on 
furs, sporting goods, cameras, chew- 
ing gum, matches, tooth paste, 
toilet soap, etc. 

All in all, we can see that the 
new law is quite a baby, as the say- 
ing goes. It has been hailed as an 
aid to business recovery, so that a 
great deal is expected of this 
promising youngster. 
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Sales go UP | FARMERS SAY: 
when Chicago Locks | “It's one thing we'll 


never pass-up!” 


It’s easy for farmers to see the value of seed treatment 

: with any one of the Du Bay Seed Disinfectants. 

the Securt ty Benefits are apparent in less seed rotting, better stands, 

less disease damage, and in the higher yields harvested. 

H A LF | That’s why, with every new Du Bay sale you make, 

} you’re setting up another sale and further profit for 

the Cost next year —and the years to come! Order Du Bay 

Seed Disinfectants now from your jobber. For free 

: as displays and crop pamphlets, write to Bayer-Semesan 
Built on New Principle | Company, Inc., Wilmington, Delaware. 

Double action locking principle | 


locks BOTH sides of shackle. | 
Revolving cam and sliding bolt | oI) AY 
lock BOTH sides of shackle. = 












mm 


ft 
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A. Better looking, better built, these new | 

= Chicago Padlocks—sell on sight! Hard- | 
ended shackle, self- | 
tocking, toon = | 3 Peper | 

. e: 
ralue on the market | SIZES Nee er, 6 Ss SEMESAN_ 2% CERESAN 
today. Stock com- 250 CERESAN | bi ind cotton and 
for vegetables a: or 
plete Chicago Line— 50¢c — 75¢ — and wers peas 
SHIM-PROOF PRY-PROOF pong otc Aa Sellers tt 
HAMMER-PROOF your jobber today. 
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in “Want Ad” Advertising— 


In every trade there is always a leader. In | 
the Hardware Trade it is Hardware Age. | 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led | 


its field in the volume of classified as well 





° ° ° @ This ad will not interest 
as display advertising. Its classified col- digit inadeiin Uandetie 


umns bring together buyer and seller, em- going attitude that “a nail 
is a nail’. But Carpenters, 


ployer and employee. Millwrights, Crating De- 
partments are wise to the 
Those who contact the hardware trade differences in Wickwire 
know from experience that HARDWARE a pee ee ae 
the difference in wire quality, in uniformity of heads and 
AGE is the logical medium to use to secure points that save time and waste of materials. e Wickwire 
, , oe offers you special nails in all styles, sizes and finishes — 
RESULTS from their classified advertising. bright, cement coated, galvanized or coppered. @ Specials 


for nailing machines; diamond, needle and duckbill points. 


HARDWARE AGE | Specify Wickwire Nails and test the difference. 


Classified Opportunities Dept. 


Tew West 39th St., New York City | WI .. KWI RE B ROTH E RS 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Namber. 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps yau answer many questions regarding brand names, products, etc. 


Savannah, Ga.: Who makes the 
Shipmate stove?—-Stubbs Hardware 
Co. 


ANSWER: Stamford Foundry 
Co., Stamford, Conn. 


* - * 


Cleveland, Ohio: Who makes the 
Clarke Troller?—-East End Hard- 
ware Co. 


ANSWER: Clarke Engineering 
Co., 9350 Grinnell Ave., Detroit, 
Mich. 


* * * 


Elgin, Ill.: Please furnish us with 
the name and address of the im- 
porter for F. Dick Magnetic Dia- 
mond butcher steels—Ziegler Bros. 
Co. 


ANSWER: R. H. Forschner Co.., 
230 3rd Ave., New York, N. Y. 


* * * 
Burlington, Vt.: Who makes the 


Morse wall ties?—-Strong Hardware 
Co. 


ANSWER: J. B. Prescott & Son. 


Webster, Mass. 
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Milton, Pa.: Who makes _ the 
Purox welding and cutting outfits? 
-Broadway Hardware Store. 


ANSWER: Linde Air Products 
Co., 30 E. 42nd St., New York, N. Y. 
* * * 

Port Washington, ‘N. Y.: Who 
makes an alcohol chafing dish? 

Shields Bros. 

ANSWER: New York Stamping 
Co., 36 Gem Street, Brooklyn, N. Y. 
%& * * 

New York, N. Y.: Who makes a 
glass jelly testing tube?—Herman 

Kornahrens, Inc. 

ANSWER: The Jelmeter Co., 
Bridgeton, N. J. 

% * * 

Buffalo, N. Y.: Who makes the 
Mercury-tractor? — Weed & Com- 
pany. 

ANSWER: Murray-Ohio Mfg. 
Co., 1115 E. 152nd Street, Cleve- 


land, Ohio. 
* & 


Cambridge, Md.: Who makes the 
Aga ranges?—Phillips Hdwe. Co.. 
Inc. 


ANSWER: Aga Stove Co., 19 E. 
47th Street, New York, N. Y. 


* * * 


Hammond, La.: Who makes the 
Clark’s water scout bait? — Lewis 
Hardware Co. 

ANSWER: C. A. Clark Co., 
Springfield, Mo. 


* * * 

Florence, Ala.: Who makes a fruit 
and vegetable liquefier? — Darby 
Hardware Co. 

ANSWER: Waring Mixer Corp.., 
1697 Broadway, New York, N. Y. 

* * * 
Montreal, Can.: Who make the 


Mexicana China ware?—W. Claire 
Shaw & Co. 
ANSWER: Homer Laughlin 
China Co., Newell, W. Va. 
* * * 


Kissimmee, Fla.: Who makes the 
Rawhide Rattler Linen lariat rope? 
W. B. Makinson Co. 


ANSWER: Rochester Rope, Inc., 


Jamaica, L. I., N. Y 
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NEW No.185 AIR MOISTENER 


Efficient, attrac- CONCEALED 









tive, its low cost 
appeals to every- 
one. Op 


of healthy, moist 
air passing over 
twin water pans 
concealed in casing. 
Concealed attach- 
ment permits Air 
Moistener to be 
fastened to top of 


radiator without \_ 
danger of being 
pushed off or up- 
set. Made of 


rust-resisting material throughout. 
Write For Complete Information 


PATENT NOVELTY COMPANY 


305 Eighth Avenue, Fulton, Illinois 


SAN FRANCISCO 
1128 Mission St. 


NEW YORK 
1150 Broadway 


DENVER 
1518 Arapahoe 


CHICAGO 
192 N. Clark St. 








EVERYWHERE 


uarainer Acid-Core Soiders are made to make good... 
no matter how tough the job. Their reputation for de- 
pendability and economy wins trade. Their uniform performance 
holds it. Farmers, mechanics, garages, etc., are 1, 5 and 20-Ib. spool 
buyers. The big, profitable home market shows a marked preference 
for the famous Gardiner Repair-All Household package . . . priced 


to meet chain store competition with a full mark-up. Order Gardiner 
Solder by name from your jobber. 








Bor Fi Rechect Varuthan 


Enjoy Chicago’s unequaled pro- 
gram of summer sports and luxu- 
rious living in the cooling breezes 
of Lake Michigan, at The Drake. 


A. S. Kirkeby, Managing Director 
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F That’ why you—Mr. Dealer. 




















TO MAKE GOOD ROOFING 
BETTER— 


Leading Manufacturers of Roofing 
seal it with a 
top layer of 


STA-SO 


the crushed slate 
surfacing that de- 
fies the elements. 






—can safely recommend \ 
any brand of roofing that is surfaced with STA-SO 


—the sure defense against weather and wear. 

STA-SO consists of crushed hard slate particles 
imbedded in roofing to overlap like fish scales, giving 
the surface an armor-like resistance to age, sun, 
weather and fire. Particles do not drop out or wash 
off. Comes in many colors and they never fade. 

The presence of STA-SO on any particular make of roofing 
is not indicated by any STA-SO brand or label. Therefore 


make sure that any roofing you recommend has STA-SO 
protection. WRITE FOR THE FACTS. 


No Roofing Is Better Than Its SURFACE 
CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


* STA-SO:i 


SURFACING 

















NO DIRT 














NO DUST 
DEALERS REPORT NO MUSS 
INCREASED SALES : e 
AS FOLLOWS: GUARANTEED 
$1557.67 IN 13 MOS. St. Paul,Minn. FOR | YEAR 
$ 910.00 IN 12 MOS. Kankakee, III. MOTOR 
$ 400.00 IN 6 MOS. Red Bank, N. 3. INC. 
$ 360.00 IN 4 MOS. Harrisburg, Pa. eiibe : a 
rite for easy payment p « 
BIG PROFITS AWAIT YOU 5-DAY FREE TRIAL OFFER 
With our FREE Advertising Material |" —-———""sS3.4 Tne oe oe ee ee ee 
and Merchandising Plan behind you . MAIL COUPON TODAY | 
you cannot fail to = your | 
sales and _ profits. he experience 
of thousands of dealers proves dst LINCOLN-SCHLUETER | 
for every dollar a customer spends to ° " 
rent the SPEED-O-LITE he will a 8 f 
spend another dollar for floor finish- 212 W. Grand Ave., Chicago, III. 
ing materials. | | 
” Please send full details of your 5-DAY 
PROFIT-MAKING FEATURES J FREE Trial SPEED-O-LITE Offer. Also | 
* Light weight (only 80 Ibs.). complete information on your Merchan ] 
* — right up to the quarter- J} dising Plan for Dealers | 
round. 
* Picks up all dirt and dust. - NAME -f 
* Leaves a ballroom finish on every 
floor. } ADDRESS acid a 
* No aplne, required to run it. | crry TAT I 
* - r. 
Burn-out proof moto ] 81138 | 
95 











Help Wanted, Accounts Wanted 


Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... $3.06 
All capitals, maximum, 50 words.... $4.00 

Each additional) word....... . ae 
Positions Wanted 
(Special) Rate) set solid, maximum, 
50 words ......... Ceeecccssccoes -50 
Bash additional word ........ 01 


Bow Seven Words for Keyed Address or ‘Your ‘Address 


SouED DMPLAY RATES 
ie GA. on ciidanenccccbdsisccceeccss 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





INSERTIONS 


4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 


DISCOUNTS FOR CONSECUTIVE 


not apply on Positions Wanted Advertise- 


ments. 
—@e— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is a every 
other Thursday. Classified forms close 
15 days previous to date of publication. 


NOTE 


Samples of Literature, 
chandise, Catalogs, etc., 
not be forwarded. 


Mer- 
will 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 

















HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 


CREDIT-MAN 


Eight years’ experience with a bank 
and a large refrigeration corporation. 
Interested in improving present posi- 
tion. 


Address Box D-72, care of HARDWARE AGE 
239 W. 39th St., N. Y. City 




















COMPETENT AND EXPERIENCED 
BUILDERS’ HARDWARE man, capable of read- 
ing plans and writing schedules, good in detail 
work and closing sales, is open for an engagement. 
Address Box D-89, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


MANAGER — OF HARDWARE "DEPART. 
MENT FOR large jobber desires position with 
future. Twenty years’ experience in general hard- 
ware. Connection in Southeast preferred. Ad- 
dress Box D-82, a of Harpware Ace, 239 W. 





39th St., N. Y. City. 
SALESMAN, 39 YEARS OF AGE, calling on 
hardware jobbers, chain stores, auto accessory 


chain stores and jobbers. Would like to have hard- 
ware lines that could be sold to above concerns. 


15 years’ hardware experience covering Illinois 
and Wisconsin. Address Box D-88, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





ENERGETIC AND AMBITIOUS YOUNG 
MAN, 22 years old, single, with driver’s license, 
desires position. Has had eight years’ experience 
in the hardware, paint, plumbing and electrical 
supplies and also housefurnishing lines. Address 
Box D-103, care of Harpware Ace, 239 W. 39th 
S:..H. 3. Coe. 


RETAIL OR DEPARTMENT MANAGER. 
AGE 35. Four years as branch manager. Ten 
vears as builders’ hardware man. Can figure 
hardware from blueprint or on the job and show 
1 profit. Thoroughly familiar paint, tools, elec- 
trical general hardware, window and store displav. 
Address Box D-110, care of Haroware Ace, 239 
W. 39th St. N. Y. City. 


BOOKKEEPER. YOUNG LADY, THOR- 
OUGHLY EXPERIENCED wholesale and retail 
hardware and mill supplies’ field. Canable full 
charce. Twelve years last position. New York, 





Brooklyn, or vicinity preferred. Available imme- 
diately. References from last employer upon re- 
quest. Address Box D-118. care of HARDWARE 
Acer. 239 W. 39th St., N. Y. City. 

THOROU G HL Y ‘EXPERIENCED SALES- 
MAN WITH HEADQUARTERS in_ Detroit, 


now calling on the hardware trade, lumber deal- 
ers, plumbing trade both wholesale and _ retail, 
seeks additional lines selling to this class of trade 
in Michigan, Indiana and Ohio. Address Box 
D-119, care of Haroware Ace, 239 W. 39th St., 
N. Y. City. 
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ARE YOU GETTING THE SALES volume 
that New York area should give? If not, let 
me represent you. Have had ten years’ successful 
selling using an approach tailored to viewpoint of 
customer. Previous legal training enables me to 
make out strongest case possible for your product. 
Address Box D-120, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


EXPERIENCED RETAIL HARDWARE 
SALESMAN WITH fifteen years’ experience de- 
sires position with reliable firm. Have a good 
knowledge of most lines pertaining to hardware. 
Middle West preferred, but can locate anywhere. 
Can furnish splendid references as to honesty and 
experience. Address Box D-123, care of Harp- 
WARE AGE, 239 W. _39th St., N. Y. City. 





EXPERT LOCKSMITH DESIRES POSI- 
TION IN HARDWARE store or locksmith es- 
tablishment. Fourteen years’ experience. Master 
key and general set up work. Will locate any- 
where. Age thirty-six. Best of references. Five 
years’ road service work on all kinds of locks. 
Good personality and sales experience. Address 
Box D-122, care of Harpware AGe, 239 W. 39th 
a. BZ. City. 








BUILDERS’ HARDWARE ‘SALESMAN— 
AGGRESSIVE, YOUNG, capable, 18 years with 
large Midwestern concern. Retail and wholesale 
sales, stock records, estimating. Age 39. Mar- 
ried, good health and appearance. Desires posi- 
tion with factory or large distributor. Prefer 
Pacific Coast or South West location. Address 
Box D-109, care of Harpware Ace, 239 W. 39th 
Dis es Oe City. 


ENERGETIC HARDWARE MAN OF Goop 
appearance and excellent character with sixteen 
years’ successful experience in retail hardware 
management applying modern methods in sales, 
display, store arrangement, etc., desires connec- 
tion with reliable retail hardware organization de- 
manding enthusiasm, loyalty, responsibility—and 
results. Ohio or Indiana preferred. Excellent 
references. Address Box D-116, care of Harp- 
WaRE AGE, 239 W. tsi Se... NW. ¥. City. 





CREDIT EXECUTIVE—ACCOUNTANT, 33 
YEARS, desires to forge ahead with responsible 
organization. Fourteen years with prominent 


Eastern hardware and paint concerns. Capable 
business adviser—familiar with financial and 
profit ratios and operating budgets perpetuating 


any organization, merchandising controls, cost and 
selling records. ‘Thoroughly experienced with con- 
tractual and industrial credits. Assume full 
credit responsibilites. Location no factor. Ad- 
dress Box D-93, care of Harpware Ace, 239 W. 
39th St.. N. Y. City. 





ATTENTION YOU HARDWARE MEN! 
BUSINESS is looking up, so why not you? 
Thorough knowledge of builders’ hardware and 
paint, stainless steel and chrome mouldings. Re- 
frigerator and truck body hardware. Waxing and 
sanding; medicine cabinet and radiator enclosures; 
Schlage locks and casein paints. I am selling 
these things every day and can do it for you. 
If you don’t get this business your competitor 
will. Prefer New York or New England. Ad- 
dress Box D-111, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





24 YEARS’ EXPERIENCE SELLING HARD- 
WARE, housefurnishings, toys, sporting goods, 
electrical, plumbing, mill and factory supplies, 
radios, paints, etc.—window trimming—show card 
and sign work, newspaper ad writing, store depart- 
mentizing—capable of building window display 
backgrounds—display tables—sampling of doors or 
drawers—capable of management of sales force or 
departments. Make me an offer. Address Box 
D-86, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 











PALATINE INDUSTRIAL CO., INC., 111 
Fifth Avenue, N. Y. City, are looking for agents 
to sell their “Stronghold’’ Plug (“non-split’”’ Fibre 
Screw Anchor) manufactured in U. S. A. under 
patent license of The Rawlplug Co., Inc. 


MANUFACTURER OF BRUSHES WANTS 
EXPERIENCED ssideline salesmen calling on 
hardware, automotive supply, paint, lumber and 
department store trade. Liberal commission. In 
reply state fully lines you are now selling and 
territory covered. Address Box D-66, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


REPUTABLE NEW YORK PAINT BRUSH 
manufacturer has opening now for good side 
line salesmen. Prefer men calling on hardware, 
paint, lumber and department store trade. State 
age, territory covering, references and lines now 
handling. Address Box D-107, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


SALESMEN: NEW YORK STATE — New 
England States—calling on hardware trade to 
carry side line of electrical appliances—supplies— 
and housewares — commission basis — shipments 

B. New York City. Address Box D-121, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 


NATIONALLY KNOWN MANUFAC- 
TURER, ESTABLISHED IN 1865, desires 
salesmen, now calling on retail hardware trade. 
to take on additional line on commission basis. 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 
applied for regularly. Address Box D-101, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 


IF INTERESTED IN SELLING DIRECT TO 
RETAILERS AND JOBBERS WE HAVE HOT 
HARDWARE SPECIALTIES SELLING FROM 
ge I TO COAST. SALESMEN WISHING 

BUY AND SELL (ACTING AS YOUR 
OWN JOBBER) EXCELLENT PROPOSITION. 
EXCLUSIVE TERRITORY. SOME TERRI- 
TORY OPEN. ADDRESS—FULTON PROD- 
UCTS COMPANY, 125 W. 33RD ST., NEW 
YORK CITY. 


SALESMAN EXPERIENCED, NOW CALL- 
ING ON hardware and electrical jobbers. An 
exceptionally fine line of small, attractive, popu- 
lar-priced illuminated signs with stock wordings— 
very salable—good merchandising proposition. 
Opportunity for permanent connection on complete 




















line of other products. Good territories still 
avoilable. Commission _ basis. Address Box 
D-125, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 
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SALESMEN WANTED CALLING ON 
WHOLESALE Hardware trade in all parts of 
the United States, to handle new iine of Asphalt 
Roof Cement and Coating, as a side line. Prices 
right. Strictly commission. Give full details 
in first letter stating territory covered and com- 
panies represented. Address Box D-102, care of 
HARDWARE AGE, 239 W. 39th St., N. Y. City. 





DISTRIBUTORS WANTED FOR “TO- 
PEKA” DRAIN & Sewer Cleaners. Only tool 
of its kind. Scrapes all pipes clean inside. Vari- 
ous sizes for all purposes. Every hardware, 
plumbing, barber and beauty supply house is posi- 
tive prospect. Send today for restricted territory. 
Sample tool 50¢ postpaid. Patented Products 
Mfg. Co., Topeka, Kan. 








NATIONALLY KNOWN CATALOGUE 
HOUSE CARRYING a full line of cut rate 
hardware, tool and bicycle accessories has open- 
ings in all territories for salesmen calling on hard- 
ware, variety and bicycle stores, on straight com- 
mission basis. Write details of your experi- 
ence, exact territory covered and firms now repre- 
senting. Address Box D-108, care of HarpWARE 
AcE, 239 W. 39th St.. N. Y. City. 





MANUFACTURER OF WOOD BURNING 
FIREPLACE equipment has live proposition for 
salesmen calling on hardware, fireplace equipment 
and department stores. Strictly commission basis. 
Territory available in south-eastern, southern, 
south-western and Pacific Coast states. Give full 
information on lines carried and references. Ad- 
dress Box D-112, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


HARDWARE MAN—HERE IS AN oppor- 
tunity for a real salesman to represent a live 
and aggressive New York distributor carrying the 
following complete lines: Builders’ Hardware, Me- 
chanic’s Tools, Housefurnishings, Electrical and 
Plumbing Specialties. Territories open: Con- 
necticut, Putnam, Rockland and Dutchess Coun- 
ties. State age, previous experience, and com- 
plete details. All replies strictly confidential. Ad 
dress Box D-115. care of Harpware AGF. 234 
West 39th St.. New York City. 








RESPONSIBLE REPRESENTATIVE 
WANTED COVERING HARDWARE and elec- 
trical dealers to sell electric irons, hot plates, etc., 
direct from manufacturer. Good dealer profit 
and liberal commissions. Allotting exclusive ter- 
ritories. State territory, lines handled, number of 
accounts, etc., first letter. Strict confidence. Ad- 
dress Box D-124, care of Harpware AGe, 239 W. 
39th St., N. Y. City. 


IF YOU CAN SELL PAINTS to jobbers, 
dealers or mill supply trade east of Mississippi— 
a prominent manufacturer with one of the world’s 
best equipped plants featuring highest quality 
paints at present day prices—will give you a con- 
tract guaranteeing commissions perpetually on all 
accounts opened. Part-time men preferred. Ad- 
dress Box D-98, care of HarpwWaRE AGE, 239 W. 
39th St.. N. Y. City. 











REPRESENTATIVE OF WELL-KNOWN 
MANUFACTURERS of Shelf Hardware and 
Builders’ Hardware can take on one more good 
line selling to the Jobbers in Michigan, Wisconsin, 
Minnesota, Iowa, Nebraska and Dakotas. Ad- 
dress Box D-113, care of Harpware AGE, 239 
Ww. Sm St. N. ¥.. City. 


WHAT HAVE YOU TO SELL to the auto- 
motive jobber and chain store? This company 
has twenty-five years’ experience, traveling Metro- 
politen New York, New Jersey, New England, 
Pennsylvania to Harrisburg. Results guaranteed. 
References. Address Box D-104, eare of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


AN INVITATION TO MANUFACTURERS 
WHO went salesmen to sell their line to hard- 
ware retailers. We are manufacturers and desire 
to help several representatives secure connections 
with manufacturers who want to sell to retailers. 
Address Box 1-117, care of Harpware AGr, 239 
W. 39th St.. N. Y. City, stating line and terri- 
tory open. 











FOR SALE ‘ 
W. C. Heller & Co. Hardware Fixtures 


Six Sections (47 ft.) Practically Brand New, 
Glass Enclosed & Open Shelves, 6 Double 
Swing Display Doors, 90 Small Drawers, 5 
Newest Type Heller Display Counters. 

No reasonable offer refused. Terms Arranged. 
Albert Haas, 80 Schureman St., New Bruns- 
wick, N. J. 











FOR SALE: HARDWARE STORE IN 
Latrobe, Pa. Invoice about $15,000. Reasonable 
Rent. Other interests require owner’s time. In- 
quire Box D-106, care of Harpware AGe, 239 
W. 39th St., N. Y. City. 

MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE TO CLOSE ESTATE—general 
hardware and farm implement business estab- 
lished sixty years in thriving rural community. 
Complete up-to-date stock of hardware and store 
building for sale at attractive figure. Substan- 
tial down payment required. For further details 
write—C. L. Glasgow Estate, Horace Powers At- 
torney for Executor, Nashville, Michigan. 





FOR SALE TO CLOSE ESTATE. _Estab- 
lished general hardware business in fast growing 
Virginia town. Splendid opportunity for some- 
one in position to take immediate possession. 
Clean. moderate stock, good fixtures, new build- 
ing that can he leased. Further information 
Address Box D-105, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 


EXPERIENCED SALESMAN MANUFAC 
TURING, FARM OUT, short line of hardware 
and household specialties interested in connecting 
with small factory needing business and equipped 
for production and with line that offers good 
posibilities for development. Will merge and 
buy interest. Possibilities more important than 
immediate salary. Address Box D-114, care of 
Harpwarre Acer, 239 West 39th St., New York 
City. 











A “Classified Advertisement” In Hardware Age 
Will Be Read By the “Class” You Want to Reach— 


For securing desirable Sales Representatives, Sales Accounts, or for Busi- 
ness Opportunities of any kind use the Classified Opportunities Section 
of Hardware Age, which covers the Hardware Trade thoroughly. 


Hardware Age will tell your story to the right “CLASS” — reach the 
greatest number of Hardware readers of any hardware paper and is noted 


for securing quick, tangible RESULTS for its advertisers. 





Send your copy with remittance to— 





AUGUST I11, 1938 


HARDWARE AGE 


CLASSIFIED OPPORTUNITIES DEPT. 


239 West 39th St., (A Chilton Publication) New York, N. Y. 


© 


A.B.C.—Charter Member—A.B.P. Inc. 

















The Dash (—) Indicates that the Advertisement Does Not Appear in 


This Issue 
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Abrasive Products, Ine......... 
Acme Steel Co...... 
Albion Mfg. Co....... sedi 
Aluminum Goods Mfg. Co..... 
American Chain and Cable Co. 

DE Udbeeedetwaseduces bees 
American Chain Div........... 
American Fork & Hoe Co., The 
American Hardware Corp., The 
American Mfg. Co.......... 
American Safety Razor Co.. 
American Screw Co............ 
American Sponge & Chamois Co., 


Ine 
American 
American 


; "Steel « “Wire Co. : 
Thermos Bottle Co... . 


American Washer & Ironer Mfrs 

ee OPTS errr rrere 
American Wire Fabrics Corp.. 
Ames Baldwin Wyoming Co.... 
Animal Trap Co. of America... 
ee. Gg caked 
Archer-Daniels-Midland Co 
Armstrong Bray & Co. 
Armstrong Bros. 


Tool Co 
Atkins & . C 
Automatic 


Co., 


Products Co.... 


Ballonoff Metal Products (Co 
Bassick Co. | ee 
Bayer Semesan Co. 


Behr-Manning Corp. 
Bemis & Call Co...... 
Benjamin Franklin Hotel. 
Bethlehem Steel Company. . 
Birdsell Corp., The...... 
Lissell Carpet Sweeper (o 
Blaisdell Pencil Co..... 
Iilake & Johnson Co..... 
kommer Spring Hinge Co... é 
Boston Woven Hose & Rubber 
Gh Weeks Crxecacmsunsiees 
Briggs & Stratton Corp.... 
Brown Corp., W. B....62. 


eruner-Ivory Handle a 





Brush-Nu Co. 
Buckeye Aluminum Co., 
eC BE Gis cnccccwass 
Cc 
Calbar Paint & Varnish Co 
Carborundum Co., The... ‘ 
Carnegie-Illinois Steel Corp..... 
Carrollton Metal Prod. Co., ‘The 
Central Commercial Co........ 
Champion Hardware Co., The... 
Cheney Hammer Corp., Henry 
Chicago Lock Co.......... 
Chicago Spring Hinge Co... . 
Chicago Wheel & Mfg. Co...... 
CN Es Be Mus dctcasenase 
a laridge Hotel 4 a e2 
Clayton & Lambert “Mfg. Co 
Clemson Bros., Ine....... ‘ 
Cleveland Chain & Mfg. Co.. ‘ 
Cleveland Wire Spring Co., ‘The 
Clover ‘Mfg. Co........ ‘ 
Coburn Trolley Track Co. 
Coleman Lamp & Stove Co.. 
Collims Ce., The....... 
Columbian Rope Penk. 5. 
Coneco Engineering Works. 
Connecticut Valley Mfg. Co 
Cee Ge, Tee Bee Geecwcecs. 
Corbin Cabinet Lock (Co. 
Corbin Serew Corp., The. 
6 eee 
Cross & Co., Inc., W. W.. 


Cycle Trades of "Americ a, ‘Ine 
Cyclone Fence Co......... 


Damascus Steel Products Corp 
Dazey Churn & Mfg. Raa 
De Laval Separator Co., The. 
Dempster Mill Mfg. Co..... 
Deniston Co., The...... 
Devoe & Reynolds Co., Ine 
Diamond Calk Horseshoe Co... . 
Dietz Co., R. E..... 
Disston & Sons, Ince., 
Domes of Silence. 
Drake Hotel ..... a's 
Draper-Maynard Co. 
™, Pont de Nemours & (o., Ine 
I., Fabrics and Finishes 
iy G hemic al Spee ialties. 


Henry. 
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Pont de Nemours & Co., Ine., 
I., Rayon Dept., Cellophane 
Cellulose Sponge 


du 


Div 


Co. 
Co 


Lock 
Mfg. 
Sm “ds-a-0 
Tip Co.. ee 
Fence Co., 
Co., The 





ul 
lagle 
“lund 
ilastic 
ilectrite 
iveredy 


"3 Journal 
Faultless Caster 
Florence Stove 
Fox Shot Gun 
Corp. 
Frick-Gallagher 











Div. Savage Arms 


a. ee 


(rardex, Ine 
porn Metal Co. 


Safety 








Gem Division, American 
Razor Corn 
General Electric Co., Appliance 
«& Malse Dept... Bridgenort 
Conn. TUTTE TT eC 
General Eleetrie Co. Cloek- 
General Electric Co.. Lamp T's 
General Motors Corp........... 
Gilbert & Bennett Mf. ‘‘.. 
(lass Coffee Brewer Corp....... 
| Glohe Amerier 
Globe Stove & Range Co., Div. 
Globe American Corp 
Goldsmith Sons. Ine.. 
Goolyear Tire & Rubber Co..... 
COU BE, Ena 6 ce cc xe sceee 
Gray & Dudley Co apa 
Greenfield Tap & Die Corp..... 
(ireenlee Tool Co . ; 
Griffin Mfg. Co 
H 
Hamilton Beach Co............ 
Hamlin Metal Produets Co ems 
Tlampden Mfe. Co., Ine........ 
Hanson Scale Co........... 
CRORE, BCs, SUD. ccs vccces 
Hawkins Co., p MB scaee cess 
Hazard Insulated Wire Work~ 
wo at SG A ee 


Heller Bros. ‘‘o 


Veuck, ME. 
Hindley Mfg. WS ao wats 
Hoppe, tre.. Frank A 


| Horton Manufacturing 6 <.6-06% 


100 


100 
95 


Hotel Benjamin Franklin 


Fotel Claridge 

Hotel Drake 

Hoyt & Worthen Tanning Corp 

Huenefeld Co. ‘ peekelewes 
1 

Independent Lock (Co....... 

Indestro Mfg. Corp.. 

Tndiana Steel & Wire Co. . 





Ingersoll Steel & Dise. Div. Borg 
Warne? CUPP. 2a cccecs ; 
International Harvester Com 
WE, TE. oc cas dleesneste uns 
Irwin Auger Bit Co... The 
J 
Jennings Mfg. Co.. The Russell. 
Jones & Laughlin Steel Corp.... 
K 
Kees Mie. Garis Be Bye ccs ascccs 
Kelvinator Division, Nash-Ket 
a, Se 


Keuffel & Esser Co. - 
Keystone Steel & Wire “Co 
Klein & Soms, M.......-scccces 


| L 


Lamson & Sessions Co.......... 
Landers, Frary & Clark 
leonard Refrigerator Div., 

Kelvinator Corp. 
Libbey, Owens, Ford Glass Co. 
Lincoln-Schlueter Floor Machine 

| ELS rer rey err re reer 
=n | eeeee Giant BE. Ce... cc ccces 
. | Lockwood Hdwe. Mfg. 
99 | Lowe Bros. 
— | Lufkin Rule Co., 


M 


The 
MeGraw’ Electric Co., Toast- 
master Products Div......... 
Meinmey WEEE. Ce... oc ccccccce 
Marble Arms & Mfg. 
i ge EE ee eer 
Mayhew Steel Products, Inc.... 
Merchandise Mart, The......... 
Metal Specialties Mfg. 
Metal Sponge Sales Corp....... 
Mid-States Steel & Wire Co.... 
Mileor Steel 
Miller, Inc., Robert E. 
ee ee ee 
Minnesota Mining & Mfg. 
Moore Push Pin Co 
Morse Twist Drill & Mac ae Co. 
Mossberg & Sons, Inc., F 
Mfg. Co., 
Co., The 


McCormick Sales (Tron 


Glue Div.) 


Co., 


The... eo 
Be Uwe 


Murray-Ohio 
Myers & Bro. 


| N 


Nash-Kelvinator Corp. ........ 
National Enameling & Stpg. Co 
National Industrial Advertisers 

WNE.. \Gmd dd Make 00S wae eee a’ 
_| National Lead 
1 National Mfg. 
National Pressure 
New Haven Clock 
Nicholson File 
Norcross & Sons, 
North Bros. Mfg. 
Northwestern Steel & Wire Co... 
Norton Abrasives 
Norwalk Lock Co. 

Lock & Hdw. Co., 


Cooker . 
Rice sd ab-s-ssc'a 


Div., 
Ine 


oo 
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Okonite Co. 
Oliver Iron & Steel Corp........ 
Osborn Mfg. Co.. The a 


‘ P 


Paine C€o., The.. 
Passonno-Hutcheon 
Tatent Novelty 
Peck. Stow 
Perfection 
Peters Cartridge 
ton Arms Co., 
Philadelphia Lawn Mower & Mfg. 
Co.. Ine. 


Pittsburgh Plate Glass 

(Pennvernon Div.) 
Pittsburgh Plate 

(Store Fronts) 
Plumb, Ine., Fayette R........ 
Pivmouth Cordage Co........... 
Progressive Mfg. Co, 


Q 


Quinn Wire & Iron Works 





R 


Inc. (Ray- 


Raybestos-Manhattan, 
bestos Div.) 
Remington Arms Co., 
| Republic Steel Corporation 
(Wire Division) 
Republic Steel Corporation 
Nut Div. 


(Upson 
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Meymelds Witt Ce... 2.6 cscsens 
Rich Ladder & Mfg. 
Robertson, Arthur R........... 
Rochester Sash Balance Co., 
Rogers Isinglass & Glue Co..... 
Rolls Razor, Inc 
Ruby Chemical Co........ 
Ryerson & Son, Inc. 





Ss 


Samson Cordage Works......... 
Sand’s Level & Tool Co........ 
Savage Arms Corporation 
Schaefer Brush Mfg. Co....... 
Schalk Chemical 
Schatz Mfg. 
Scholhorn Co., 
Schlueter Mfg. 
Segal Lock & Hardware Co., Inc. 
Sentinel Radio Corp........ ‘ 
Shapleigh Hardware Co......... 
Sheffield Bronze Powder & Sten- 
CH Co... ImC.. 0. ccccccscecees 
Shelby Cycle Co., 
Sherman Mfg. Co.. 
Signal Electric Mfg. 
Silex Co., 
Simplex Mfg. Co........cseeee 
Smith, Inc., 
Team FEE. Obie cs ccccsetsvcccs 
Speedway Mfg. Co........-..+- 
Standard Electric Mfg. Corp.... 
Stanley Rule & Level Plant.... 
Stanley Works, 
Star Heel Plate Co...........-- 
Stearns & Co., E. C....... 
Stensgaard & Asso., Inc.. 
Stevens Arms Co.. J., 
Savage Arms Corp.......... 
Stewart Iron Works 
, | Sarr rere cree eee ee 
Sun-Glo Lamp Works, 
Superkleen Brushes 





T 


Taylor Instrument Cos.........- 
Taylor, Lowenstein & Co.......- 
Tip-Top Products 
Toastmaster Products 
McGraw Electric Co.........-- 
Townsend, B. W 
Triplex Screw Co.. The........ 
Tucker Duck & Rubber Co...... 


U 

Union Fork & Hoe Co., The.... 
Union Hardware 
United States Electric Mfg. Corp. 
United States Rubber Products, 

PE. ce iacaces dees ee nnd gones 
United Stove Co. 
U. S. Steel Corp 


Vv 
Bushnell Mfg. Co.... 
Mfg. Co., 


Vaughan & 
Vaughan Novelty 
Vichek Tool Co.. 
Vonnegut Hardware Co.......-- 


w 


Wabash Appliance Corp........ 
Wall Rope Works, Inc 
Warren Tool Corp..........+.- 
Washburn Co., The 
Westfield Mfg. Co., 
Wickwire Brothers 
Wickwire Spencer Steel Co...... 
Winchester Repeating Arms Co.. 
Woodruff & Sons.. F. H 

Wood Shovel & Tool Co.... 
Wooster Brush 
Wright Steel & Wire Co., 








¥ 


Yale & Towne _Mfe. o., T The. . 


| 
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*s Gun Protection | 


UBRIC ATING 


Sell Hoppe 
To All Your Shooters 


Sell Hoppe’s No. 9 and Patches for 
bore cleaning — especially impor- 
tant now, to prevent summer rust 
from high humidity. Sell Hoppe’s 
Oil to lubricate working parts. Also 
for fishing reels. Sell Hoppe’s Gun 
Grease to swab guns for storing. 


Have you a supply 
of Hoppe’s free 
booklets on CUN 
PROTECTION? If 


not, write us today. 


Sold by your jobber 


FRANK A. HOPPE, Ine. 
2314-A No. 8th St., Philadelphia, Pa. 





} 


A NAIL SET 
AT 10c RETAIL! 


Hammer forged, clectrically 
tempered, properly cupped and 
beveled. Round body, knurled. 
Set contains one dozen No. 
434-D Nail Sets in assorted point 
sizes. A practical and attrac- 
tive display of a popular tool. 
Weight per assortment, 1 lb. 
A sure profit-maker. Order 
from your Jobber! 










No. 434-D 
Nat Set 


MAYHEW STEEL PRODUCTS, Inc. 


SHELBURNE FALLS, MASSACHUSETTS 











WORLD’S GREATEST 
HAND DRILL VALUE! 


Celebrating our 70th anniversary, we 
offer this unusual value: a high quality 
hand drill, 12%” overall, %"” chuck, die 

cast gear, 2 steel pinions, 8 drill points 
—true Millers Falls quality throughout, 
but priced low to make volume sales 
for you. 






Ask your jobber, or write direct. 


MILLERS FALLS COMPANY 


GREENFIELD, MASSACHUSETTS 











EXTRA SALES FEATURES— 
the extra features of the Hamil- 
ton Beach food mixer give you 
extra selling points — easier 
sales. 2 
NATIONALLY ADVERTISED 
in the Rotogfivure Section of 
Sunday newspapers. 


FREE DEALER HELPS— 


Complete—attractive. Furnished (# 
free on request. \ 


Order Hamilton Beach food mixers 
from your Wholesaler. Write us for 
free dealer helps. 


HAMILTON BEACH CO., Racine, Wis 


Division of Seovill Manufacturing Co. 


HAMILTON BEACH FOOD MIXER 











Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 
Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
239 West 39th St., New York City 











| E. C. ATKINS AND COMPANY, 4105. Illinois St., Indianapolis, Ind. 











BOUGHT BY MILLIONS EVERYWHE 


THE McCORMICK SALES CO., BALTIMORE, MD. 








YOU’LL SELL MORE CAN OPENERS 
With the New ' 


EDLUND DISPLAY STAND. 


Made of wood to assure durability and 
finished in attractive colors this new 
stand is a money maker because it 
shows exactly how the No. 4 house- 
hold models in the famous Edlund 
Can Opener line are attached to the 
wall and table. The display takes but 
little space, the wall attached style 
‘astened on one side and the table at- 
tached ‘on the other. This is some- 
thing entirely new in the display field, 
and dealers will profit by using them. 
Ask your jobber or write direct. 


Edlund Company—Burlington, Vermont 














Teeth That BITE BETTER 
Sell Better 
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GREATEST ALUMINUM PAINT VALUE 
ever ee the Trade! 








Two compartment 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzin Liquid. 
Ready Mixed Alu- 


. = “ree 


minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- 
geal in the can. 





Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 


eee se Ok 8 re | 
[5 O-2O - sad  e ORamERD 




















EAST JAFFREY, N.H. 


JOB WANTED! 


Nie Pay --- Ve Time Off! 


Here's an alert “file salesman” willing to work without 
pay in your tool department — all day, every day. Scores 
of dealers recommend him for sales ability and the skill 
that “trades up” a price customer into 
a buyer of quality files. Ask your job- 
ber for the No. 66 Display Unit for 
Nicholson or Black Diamond Files, and 
put this “salesman” to work to-day! 
Nicholson File Co., Providence, R. L., 
U.S.A. Canadian Plant, Port Hope, Ont. 















PATENTED 


Geni" DOMES XSI LENCE 
SLIDE see SOFTLY- SMOOTHLY 
T SAVE FURNITURE 


(aa 





& FLOORS-CREATE QUIET 


Name = mes of Silence 


Riles ee Ria | 

Rubber Cushion Glides 
For Tile, Marble, 
Sizes for 


chairs and all furniture 


Cement and Bathr 


Noiseless, metal beds, w 


| 

= | 

= : | 
| 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 


If he is not supplied write to 
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MKINNEY 


MANUFACTURING CO. PITTSBURGH,PA. 


PREFERRED FROM COAST TO COAST, 
A PROFITABLE LINE FOR YOU 


DESIGNERS «cd MANUFACTURERS of BUILDERS HARDWARE 





To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. 


WATERPROOFED - GUARANTEED 





Because 
it’ssolidly made of 
fine heavy brass. Fre- 
quently imitated, never 
ualled. Fastest seller every- 
hae. Individually packed, 
12 to cng display car- 










Ladies’ Home 
JOURNAL 






ure 












onanter 
on Post 





hless Hangers 


ng 
af clase circulations aie Identify 
the A 


Pus 





Better ‘Homes 
& — 






your store rat 
Bend Maptacks a 
Ask your Womans 
Home 
COMPANION 
—e, 
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Circulating Heater By 


MILCO 


—the heater that gives your customers 








real comfort and satisfaction 


There’s one wood-burning heater that gives 
you a real edge on competition — Milcor’s 
Airflo Circulating Heater (patent applied for). 


It gives the customer double heating action: 
The radiation of an ordinary stove, plus 
position circulation of warm air through 
vents at top and bottom. 


Airflo’s greater heating efficiency means 
comfort and satisfaction to customers, creat- 
ing valuable word-of-mouth advertising 
that helps bring you additional sales. 






Corrugated and adjustable el- 
bows, items in the complete 
assortment of accessories. 











Made from special Milcor heavy gauge 
uniform blue steel, Airflo Heaters have 

Unit of double tops and bottoms, separately 
Uedeehe seamed, Large capacity. 


MItcoR. 


: Don’t miss out on the profits Airflo 
Heating Line 


offers. Order from your jobber today. 
H-8 





f Oven Utilizes MircoR. STEEL COMPANY 


| heat that Id 
: ieeneian = NAUKEE, WISCONSIN (07-0. UO) Fe) = 810) 


. chimney. Used As comes: TAN Panaas City Wi 
¥ for baking or as Oval Stove Pipe Chicago, 18 hanaas. City, ie Le Cannes ™ 
radiator. Reducer 
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1843-Supoiescn’s MWETY-FIVE YEARS OF HONORABLE SERVICE-1938 


SHAPLEIGH: 


ESTABLISHED 1843 











TRADE MARK A 
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Illustration Shows 
DIAMOND EDGE 
PATENT LOCK WEDGE 
ull Size 


No. DEB20 
No.DEO3II% s No.DE2Ii% 


(REGISTERED) 


MM SK THe User 


JS oo — ee eee ne 
PQuaiity Cours 


OUR STOCK OF TOOLS IS COMPLETE - SEE OUR SALESMAN 





“DIAMOND EDGE 1S_A QUALITY PLEDGE” 
Shapleigh National Series No. 2182 HARDWARE AGE 








